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WINCHESTER 


TRADE MARK 


Marketing Policies Are Assured 
by Owner Management 


iam believes the poli- 

cy of a manufacturer suggesting 
resale prices for the distributors of its 
products to be commercially sound 
and advisable. 


Winchester also believes that the re- 
sponsibility of a jobber in cooperating 
to maintain the resale prices is of 
even greater importance than the 


suggestions of the manufacturer. 


Daily management of the Winchester 
business by the owners of the com- 
pany assures the jobbing industry and 
the retailer of a stability of merchan- 
dising policy which should merit the 
enthusiastic support of distributors 
who believe in an orderly marketing 
of merchandise. 


WINCHESTER REPEATING ARMS COMPANY 
NEW HAVEN, CONN., U.S.A. 
EAST ALTON, ILLINOIS 


WINCHESTER 


TRADE MARK 
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PRICE is a Big Factor 
Tm: (but 


MODELS 


PRICES VA L U E 
Horton Value Features Include:  ] @ 
Full size tub of porcelain on Armco; 
clamped, not bolted to frame and 
cushioned in rubber; gear mechan- 


5 @ ism sealed against service. 









N THE PRIMER of merchandising for 
1932, PRICE appears in big letters— 
and price is important. 

But don’t be deceived — price alone will 
sell few washing machines in this, or any 
year. Value is still the force which makes 
the sale—and gets the price. 

Check the 1932 Horton line for price and 
value, and you'll realize what a powerful 
force for profitable sales America’s pioneer 
builder of washing machines now offers 
you. Three new models—each one built 
to a standard of quality made possible by 
Horton’s 61 years of experience. Three new 
prices —to meet the needs of every section 
of today’s market. 

With the genius and resourcefulness of 
over three-score years in the industry 
Horton has found new ways of making 
better washers. The result is a complete line 
and a range of prices outstripping previous 
achievements. 

March on with Horton in 1932. Ask your 
jobber, or write direct to us for further facts 
about the genuine profit 
opportunity with the new 


The Horton Pioneer, pictured at the 
nghc, with Chamberlain new style 
wringer; full porcelain tub, no bolts; 
four wing aluminum agitator; sealed 
mechanism and exclusive features. 
Harmonizing brown shades. List Price 
$59.50; Gasoline model $99.75. 


692 


The Horton Emerald, with every 
worth-while feature ever offered, in- 
cluding new style Lovell Pressure 
Cleanser, full size porcelain tub, new 
design and beauty in harmonizing 
shades of green. List Price $69.50; 
Gasoline model $109.50. 


$39 


The Horton Perfect 36, standard 
bearer of the Horton line, improved 
and refined, embodying the super 
features and quality construction de- 
veloped in our 61 years of manufac- 
turing experience. Choice of three 
colorcombinations. List Price $89.50. 
Gasoline model, $129.75. Available also 
in DeLuxe Model with nickelled frame, 


white porcelain tub, black base at, $99.75. : 
Horton line. 
Prices Slightly Higher & 
in East, West, South HOR TON 


MANUFACTURING CO. 
202 Fry St., Fort Wayne, Ind. 


HORTON 


A GOOD NAME FOR 6 YEARS 














HARDWARE AGE 


HARDWARE AGE, published every week by the JRON AGE PUBLISHING CO., Division of United Business Publishers, Inc., | 239 West. 39th Street, New 
York, N. Y., U. S. A. Established 1855. Entered as second class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879 
(Printed in U. S. A.) $1.00 per year. Single copies 15c. each. Vol. 129, No. 8. 














“The Hardware Dealers’ Magazine" 
PUBLISHED EVERY THURSDAY 
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HAVE ABSOLUTE FAITH IN THE BUSINESS ABILITY OF 
THE INDEPENDENT HARDWARE DEALERS OF AMERICA 








YOU HAVE PROVED TO US if you are given the kind of merchandise the housewife 
actually needs and wants and at the right price, you can do volume business and 
at a good profit. 


WE HAVE PROVED TO YOU any new item we bring out is not just another item 
BUT—instead an item that fills UNSUPPLIED needs of the housewives of America 


The VEGETABLE FRESHNERS, the THRIFTY FOOD SAVER SETS and the FEDERAL 
ROASTERS—all much needed and wanted items—made a tremendous hit and you 
sold them in quantities. You have proved to us that the Federal method stands for 
sound merchandising at all times and especially during times of unusual stress. In 
return for your loyal support of modern day methods of merchandising 


WE ARE SHOWING OUR FAITH IN YOU 
heey ll AND IN AMERICA BY INVESTING $87,000 TO 
a ee BRING TRAFFIC INTO YOUR STORE—TO SEE 
methods of ‘dstibuton AND BUY WHAT WILL BE THE GREATEST 


have played a most import- 


in th ful 
merchandising of Federal SELLER IN ENAMELWARE HISTORY. 
Products. The enthusiasm 
with which you have taken 


ictmelincod nie Not one of the greatest, but the greatest sales promotion campaign ever put forth 
o_o, netic on any kitchen utensil. An item wanted and needed by every housewife in America 
his share of this profitable An item that is used three times‘a day—-the greatest volume selling item and profit 


business ‘ , 
maker for you in cooking utensils. 


20,000,000 housewives are being told to go to the hardware stores of America to 
SEE—EXAMINE—AND BUY! 


Cash in—get in—quick. 


QO 


FEDERAL ENAMELING & STAMPING CO., PITTSBURGH, PA. 


“The World's Largest Manufacturer of Enamel Kitchenware” 


For complete details see pages 4 and 5 
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GREATEST STEAM 


EVER PUT BACK OF 
ANY KITCHEN UTENSIL 


ot 






‘The GREAT 
tEMANCIPATOR 









ishwashing Time 5O% 
=__Heres Flow 








An $87,000 00 investment to bring people into 
your store. National advertising campaign com- 
pletely blankets the United States, telling the wo- 
men of America about “The Great Emancipator ” 


A PERFECT TIE-UP 
WITH THIS FORCEFUL 
WINDOW TRIM 


The first thing for you to do is to make your window 
“‘click’’ with the advertising every woman has seen in 
her favorite magazine—make her come into your store 
to see and examine this nationally advertised utensil. 


COLORFUL 
DESCRIPTIVE LABEL 
AND DISPLAY STAND 


The second thing for you to do is 
make a display right up on the fir- 
ing line—just inside your front 
door. Use the pans themselves 
and the wire,rack which is fur- 
nished to support the pan so the 
label can be seen and reed. 


If you will do your part you will do a bigger dish pan business than you thought was possible. Remember—all this advertising is directing 












Boys—it’s a winner! Tests have proved it to fill a long felt want jn 
the homes of all America. We are seeing to it that every housewife 
gets to know about it in the greatest National advertising campaign 
that has ever been put back of any kitchen utensil. 


SATURDAY EVENING POST 
AMERICAN WEEKLY 
GOOD HOUSEKEEPING 
AND 46 LARGE METROPOLITAN 
NEWSPAPERS; A TOTAL OF 
20,000,000 CIRCULATION 


This advertising is planned to start on Sunday, April 17th—right 
at the peak of the spring housewares season. You know what 
organization and planning does toward winning—listen then to 
what we have to say and follow instructions—you will win a big 
shere of this new business in your neighborhood. 


“The Great Emanciparor 
oe 
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FREE WINDOW DISPLAY POSTERS in 4 colors—Attractive label attached 
to each pan—wire rack for displaying pans in slanting position to show 
label. With this free material you can make a window like suggested above. 


SPECIAL 
INTRODUCTORY PRICES 
No. 14—Retail $1.29 


114" % 1114" x 434” 


No. 17—Retail $1.59 


1834” x 124" x 5” 
Highest quality . . . tripled coated. 
Prices slightly higher in far south and west. 


Three attractive colors: Ivory with. Green Trim; Two-tone Green 
and Snow White. 


the women of your neighborhood to your store to see - - examine - - buy. 
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“The*GREAT EMANCIPATOR™ 


(* *& MEANING: FREEING YOU FROM DISHWASHING SLAVERY) 


NEW oink sHar DISH PAN 


a _™_ 


*LIBERATES FROM 


BONDAGE. 
“WEBSTER” 


Dishwashin . 7 | 
Time 5O%R v9 ., mee AE 



























i LOY / F / / 
1 75% additional water capacity Greatly increased water volume means 
v\F . . i 
over old style pan of same length water remains hot longer, conse- 
NEFFICIENT 2 wit i aia quently is a quicker and more thorough 
fas elt ee ee solvent of grease—therefore less dish- 
much more quickly—therefore, less washing time 
dishwashing time. 
, ont % Bottom as wide as top (110% more 
‘owaddians eo 9. Straight sides (not tapering) mean « bottom area as compared with round 
antiinan’ EN ae he ee or oval pan) allowing large items such as 
platters, pots and pans to lie flat and 
pletely immersed in sudsy water— become completely submerged—therefore 
therefore less dishwashing time Jess dishwashing time. 














Note How the same number of dishes, piece for piece, protrudes from 
the water in the obsolete style space robbing oval dish pan 


HARDWARE RETAILERS 


Cash in—get in touch with 
your jobber immediately—he 

has a small attractive good “a ar 
profit introductory offer. LOWEST PRICED DISH PAN PER QUART CAPACITY 


The average triple coat Dish Pan retails ot about 14c per actual quart capacity. The 
new oblong sink shape Dish Pan retails at only about " ¢ per actual quart capacity 
—or over 20% cheaper. 


















































| MZ 
| WITT 


The Perfect Shape for fast, easy wash- The Perfect Shape for washing and pre- The Perfect Shape for preserving and The Perfect Shape for hand washings 
ing of Dishes, Pots, Pans, etc. pering Vegetables and Fruits, open roasting or dyeing and tinting garments. 


FEDERAL ENAMELING & STAMPING CO., PITTSBURGH, PA. 


“The World’s Largest Manufacturer of Enamel Kitchenware” 
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Sell Bethlehem Posts 
with 
Cambria Fence 


Good fence deserves good posts. 
Even fence as good as Cambria Fence 
cannot give its full measure of service 
without strong, well-made posts. But 
Cambria Fence, erected on Bethlehem 
Steel Posts, results in the stout, dura- 
ble barriers that are essential to effici- 
ent farming. 

That is why we suggest selling 
Bethlehem Steel Posts with Cambria 
Fence, the combination that forms the 
last word in dependable low cost pro- 
tection for livestock and crops. 





Self-Fastener Post 
made in angle and 
tee sections 


Bethlehem posts are made of high- 
carbon, rail quality steel. They come 
to you with a heavy coating of red 
paint, preventing rust. They are suita- 
ble for both temporary and perma- 
nent construction, and are made in 
three types: the Self-Fastener Post, the 
Punched Post, and the Omega “U” 
Studded Post. Regardless of the type 
selected your customer is assured of 
a strong, rigid, durable post that will 
make his fence neat, strong and long- 
lasting. 





Omega Studded 
“U” Post with 
wire clip 


Punched Post 
made in angle and 
tee sections 


Bethlehem Steel Posts are made in three types. 








The punched and self-fastener types are produced in 
angle and tee sections, and can be used equally well 
for both temporary and permanent fence construc- 
tion. The third type is a post of exceptional strength, 
kriown as the Studded Omega “U’’ Fence Post. The 
Omega or “U”-shaped section runs throughout the 
entire length. Seven wire clips are supplied to lock 
the fence wires securely to the post. 


In addition to steel Fence Posts and Cambria Fence, 
Bethlehem makes other products of interest to the 
hardware dealer, including Plain and Barbed Wire, 
Nails, Staples, Bale Ties and Spring Wire. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Balti- 
more, Washington, Atlanta, Pittsburgh, Buffalo, Cleveland, 
Cincinnati, Detroit, Chicago, St. Louis. 


Pacific Coast Distributor: Pacific Coast Steel Corporation, 
San Francisco, Los Angeles, Portland, Seattle, Honolulu. 





Export Distributor: Bethlehem Steel Export Corporation, 25 Broad- 
way, New York City. 


BETHLEHEM 
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The Hardware. Trade will find business stimulating ideas in this issue of Hardware Age. 


The article entitled, ‘HOW DEALERS DRAMATIZE THE AXE,” 
tells how to promote and conduct local Chopping Contests 
that will arouse interest and CREATE SALES. 







“Kelly Worid’s Finest” 


This new brand combines every 
desirable feature which can be 
put into an axe. 


QUALITY : Assured and support- 
ed by the joint reputation of Kelly 


Tools and /RueE JEMPER 
products. 





SALES APPEAL: As attractive 
as possible through skill and care 
in design and finish. 


Made in all Standard SINGLE 
and DOUBLE BIT Patterns. 


For many years Kelly Axes have held the favor 
of Australian Chopping Experts, where, as in 
Tasmania and New Zealand, Professional Chop- 
ping Contests are regular Sporting Events of 
great interest. 


Chopping Contests as suggested in this issue of 
Hardware Age in the article entitled “HOW 
DEALERS DRAMATIZE THE AXE” should 
prove popular in this country, and we venture 
that Kelly Axes will be prominent among THE 
WINNERS. 


KELLY AXE & _TOOL WORKS 
THE AMERICAN FORK & HOE CO., Sz! Cleveland, Ohio 


Manufacturers of J/RUE JEMPER Forks, Hoes, Rakes, Scythes, Grass Hooks, Shovels, Cultivators, Hammers, etc. 
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The time is here NOW— 


to sell Screen Hardware! 











No. 91 
Screen and Storm Door Sets 



















Pwwvevved a 
eee bbb bb OFFFFFFFFOOOOOOOOOOOO44O40044440444466'44666664446 6666 Lr bbb bbb 





W 





No. 79 Screen and Storm 





IDE-AWAKE dealers are taking 


an active interest in the exten- 


No. 205 Door Pull 


sive line of screen hardware being 


presented this year by 


Natienal 





Many additions and noted improve- 
ments are included in this array of 
quality hardware which is about to 
enjoy a very profitable seasonable 
demand, benefiting all dealers fully 
stocked and ready to serve their trade. 


Act today! Your order will 
receive prompt attention. 
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No. 95 Rim Latch 


ational Manufacturing Company 





Aye yee yen nnn eo nn i 
e999 99999984 


Narrow Loose-Joint Butt 














Coil Spring 





No. 85 Storm Sash Adjuster 





No. 200 Pressed Steel Pull 
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No. 96 Mortise Latch 


STERLING 
ILLINOIS 
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The B.W.H. Line 


of 


Standardized Mechanical Rubber Goods 


The BOSTON LINE 


of 
GARDEN HOSE 


covers the entire field 
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Seven Standard Nationally Known Brands 
**A GRADE FOR EVERY PURSE” 


Works: Cambridge, Massachusetts 








Good Luck Hose Washers sell 
for 10c. a package, showing 
you a splendid profit. Two 
gross (24 cartons) in display 
container as shown. 

























The most imitated 
nozzle on the market. 
Never equalled in qual- 
ity. Each nozzle packed 
in a separate carton. 
12 cartons in _ full 
color lithographed dis- 
play packages. The 
fastest selling nozzle 
on the market. 


’e BOSTON NOZZLE 


\ PERFECT SPRAY NozzLEe @ 
BOSTON WOVEN HOSE & RUBBER ( 


everywhere’ by 
recognized as 


Known 
name and 
the standard friction tape 
of the country. Nation- 
ally advertised. In 1, 2, 

and 8 ounce rolls; in 


Tren 


full color cartons all 
packed in handsome full 
color display containers. 





The highest quality jar rub- 
ber made. Sells at 10c. a 
dozen, returning you an ex- 
cellent profit. Two gross 
(24 cartons) in full color 
display container. Used by 
experts — preferred by every 
home canner. 





BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for Fifty Years 


Postal Address: Box 5077, Boston, Mass., U. S. A. 
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N January .. . now in February 

. .. a leading attraction in the 
stores of dealerseverywhere. Directly 
responsible for the sales of thou- 
sands of Pyrex Brand Dishes... 
Pyrex Brand Sets. An exceptionally 
effective stimulator of business in 
all lines. The Pyrex 1932 “‘Special’’ 
— Refrigerator Dish No. 593. 


Why such a business-builder? .. . , 


Because No. 593 Refrigerator Dish 
is the fast selling member of the 
famous family of Pyrex Brand Re- 
frigerator Dishes. 


Nationally advertised, millions of 
women will recognize it as the ever- 
useful loaf pan with a cover. Marked 
way down at its special price, they 
can’t resist buying it. 

Since women need more than one 
refrigerator dish to hold and protect 
various foods... it’s but a step to 


sales of the entire set. No. 593 Re- 


PYREX Ovenware 


CORNING GLASS WORKS 
10 


sy 


frigerator Dish is a “natural,” as 
hundreds of dealers testify. 


Offer Ends March 1oth... 
Profits continue... 


Farsighted dealers are looking ahead to 
continuing the profitable business brought 
in by the Pyrex 1932 Special. They are 
taking advantage of the fact that, save in 
time, the offer is unlimited. By stock- 
ing up on No. 593 Dishes now, they are 
going to keep them at work for 
months after March 10th... 
the closing date of the offer to 
your jobber. 


You will agree to the wisdom 
of snapping up No. 593 Pyrex 
Brand Refrigerator Dishes at 
these prices: Ordinary retail 
price $1.40 — special retail 
price 98¢. Special price to the 
trade— 71¢. (In Canada, re- 
tail price reduced from $2.10 
to $1.47— special trade price 
$1.07.) Nostrings, no red tape. 
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Keep this 


Se Special Salesman 


Dees at work for you 


#593 Pyrex Refrigerator Dish 
(Covered Loaf Pan) brings 
long-lasting extra profits to 
dealers stocking NOW... 


Orders for any number of No. 593 Dishes 
accepted for shipment by March 10th. 


Keep this No. 593 Pyrex Refrigerator 
Dish at work for you, too. Make sure of 
having a steady pulling special at its 
widest profit margin for the rest of the 
year. Stock up for your needs now. 
“PYREX” is the registered trade-mark of Corning 
Glass Works and indicates “heir brand of resistant 
glass. Prices are slightly higher in the West and 
Canada. 





The famous Pyrex Brand Refrigerator Dish Set con- 
sists of No. 592 (5”x9”x2”), No. 593 (5”x9"x3”), No. 662 
(6”x6"x2”), No. 663 (6”36”x3”). Large photo shows No. 
593 — the Pyrex 1932 ‘Special’? ovenware offering. 


CORNING, N.Y. 
HARDWARE AGE 
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FOR 66 YEARS WOMEN HAVE 
PAID EXTRA FOR GRISWOLD 








T’S the bargain-hunting instinct that makes women say 
I “Tl pay the difference for Griswold.” Twenty-five years 
of Griswold advertising has taught them that the name 
Griswold means many extra years of service. Sixty-six years of 
daily kitchen use in countless thousands of homes 

has proved it! Display material avail- 


able. Ask your jobber, or write 


THE GRISWOLD MFG. CO. 
Dept. HA-2 _ ERIE, PA. 


























** Nothing like a Griswold cast-iron skillet,” 
A fast seller—the Griswold Dutch Oven for say housewives from Bangor, Maine to Los Griswold self-basting “‘Dome”’ skillet covers 
roasting. Comes in eight different sizes, with Angeles. There are unusual profit possibili- almost double your profits on every skillet sale. 
new non-rusting, “‘Clean Easy” cover. ties in this nationally advertised favorite. Display them, push them for extra dividends. 


GRISWOLD 
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‘WE FEATURE 
MERCHANDISE 











IT MAKES 
MORE SALES 


—and you can proce it 


Cyuaranteed by 


JS 





{OU S (day. (e 








Feared ana Approveg ™ 





FTER using the above poster in a win- 

dow display, C. G. Bachmann of the 

Park Ridge Hardware Store, Park Ridge, 
Ill., has this to say: 


“We have noticed since and during the 
time we had the Good Housekeeping 
Windows the reaction of your Seal on 
the different kinds of merchandise. 
RARELY HAS IT FAILED TO CLOSE A 
* SALE FOR US. At times it even creates 
a surprised and delighted look on the 
customer’s face that would make any 
merchant proud to say: ‘This article is 


approved by Good Housekeeping.’ ” 


Mr. Bachmann’s experience does not stand 
alone. It is one of many hundreds. It is, 
moreover, definitely substantiated by actual 
selling tests uniformly conducted by mer- 
chants over the country. These tests showed 


that items in dis- 
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POCKETBOOK 
PROTECTION 





Public buying confidence is the only rea- 
son. Women know Good Housekeeping’s 
guaranty—know that it insures sound values 
and lasting satisfaction. When you feature 


Good Housekeeping guaranteed merchan- 


dise you are using one of the strongest ap-- 


peals for attracting trade and holding it. 


You don’t have to take our word for this. 
You can prove it, easily and at no cost and 
little effort. Just clip and return the coupon 
below for special selling material and direc- 
tions for using it. It’s not a cure-all, of 


but if 


yours.is an average 


course, 








playssold7%to57% FREE SELLING HELPS 
more—when the “00D HOUSEKEEPING TRADE SERVICE 
Good Housekeeping 57th St. at 8th Ave., New York, N.Y. 


poster was used in 
the display. The 
average increase 
for all stores mak- 
ing the test was 35%. 


[_] Window Size 
Name of Store... 
Street 


City and State 


Please send list of currently advertised guaranteed 
roducts, free selling posters as checked, and tell me 
ow to use them to increase sales. 


store, you should 
HA-2-82 find it a positive 
means for making 
those extra sales 
C) Counter Size that make so much 
difference in your 


profits. 

















GOOD HOUSEKEEPING 
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Everywoman’s Magazirte—— 
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GLASSES 


..Let’s remove them 
.. This fact needs clear vision. . . 








[N the clear light of day—tet's look at this matter of 
farm prosperity with a keen and piercing glance. 


What are we driving at? Just this. What is more funda- 
mental than the fact that farm trade is only as good as 
farm income? And—what is more certain to bring about 
individual farm relief than farm improvement? 


Your business will profit at once—and in the future— 
through the sale of more products that contribute 
toward this end. 


What are these products? Good fencing is one of 
them. Every farmer who is interested in making farming 
more profitable needs good fencing. He needs it for 
many reasons—here are a few of them. 


Good fencing turns unproductive acres into productive 
ones. It increases soil fertility through better crop and 
stock rotation. It enables the farmer to market his corn and 
surplus grain crops ‘‘on the hoof”’ at far better prices. It 


AMERICAN STEEL 


14 


SUBSIDIARY OF UNITED 


208 South La Salle Street, Chicago 





saves costly waste through more efficient farm operation. 
Because of this—the sale of more fencing automatically 
increases the volume of business on Steel Fence Posts, 
Poultry Netting, Steel Gates — and all other staples 
that you carry in stock. 


But—just thinking about the advantages of farm im- 
provement—won’t make it effective. It calls for the 
hardest kind of work on your part—the willingness to 
préach unceasingly the doctrine of ‘Productive 
Acres"—and the manner in which they may be 
obtained. 


It, also, calls for clear vision—the removal of “dark 
glasses’’ that dim the light of progress. 


Because of their known quality, American 
Steel & Wire Company Zinc Insulated 
Fencing, Steel Fence Posts, Poultry Netting, 
Steel Gates, Barbed Wire, Nails and Wire of 
all kinds are more easily sold—more profit- 
ably merchandised. 


& WIRE COMPANY 


STATES STEEL CORPORATION 


And All Principal Cities 


Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 
Export Distributors: United States Steel Products Company, New York 
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STARTING: 
AN EVEN GREATER YEAR 
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REFRIGERATION DEALERS 






















Seven years ago the first Norge Electric Refrigerator was 
ae 
Back of it was an idea... the Rollator! In this mech- 
anism, long the ideal of refrigeration engineers, the rotary 
compressor, was made practical...a simple, powerful, com- 
pact unit, almost everlasting. 
Even now the first Norge refrigerators are giving consist- 
ent day after day performance. And there is every reason 
to expect them to continue doing so for many more years. 
Norge has found no way to improve on the powerful, 
simple Rollator. But Norge has contributed many new 
user conveniences and introduced original advancements 
and exclusive features in refrigeration. 
These advantages and the superior Rollator mechanism, 
last year, brought Norge from a place as one of many 
refrigerators, to an impressive position with the leaders of 
the industry. 
Twelve months ago we promised Norge Dealers a BIG 
year. Now we promise an even greater year to Norge 
Rollator Refrigeration Dealers. 
If you would share in a prosperous, profitable year ask 
about the Norge Dealer Plan, now. 


NORGE CORPORATION, 656£. WOODBRIDGE ST., DETROIT, MICHIGAN 
Norge Corporation is a division of Borg-Warner Corporation, one of 
the world’s largest makers of automotive parts, including free wheeling. 








THE ROLLATOR 


Simplest electric refrigeration mechan- 


ism, the Rollator is powerful, compact, 





trouble free and almost everlasting. 
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ALL BIG SIZES 


Not only Big Sizes but Big Sellers, representing values 
heretofore unapproached. Note the contents of this 
Deal. It returns your regular margin of profit. 


ORDER THIS TRIAL PACKAGE 





1% Qt. Coffee Pot 1 dozen 
tT @& Roll Rim Mixing Bowl 1 dozen 
a ok Deep Sauce Pan 1 dozen 
4 Qt. Covered Kettle or Pot 1 dozen 
10 Qt. Roll Rim Dish Pan 1 dozen 
16% In. Baking Pan 1 dozen 


6DOZ. SPECIAL PRICE $24.00 
WEIGHT 150 Ibs. 


a 
ASK YOUR JOBGBER 











UNITED STATES STAMPING CO. 
-Quality Enaneled Ware: 


MOUNDS VILLE, W Ease oINIA 
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But he doesknow how 
it stands the Gaff Js 





Enter Mr. Wire-Screen-Builder. How is 
he going to ask for his screen cloth? 
Nine times out of ten he has only the 
idea that he wants a good grade of cloth 
at a medium price, and he expects that 





you are going to sell him just that. He 
doesn’t know the manufacturing process; 
he doesn’t care about it, but — he will 
know if the cloth stands up or not and 














on that depends his future business. 


Sell Him Cortland Gray-Wick 
The Screen Wire Cloth for Service 


Cortland Gray-Wick is the wire cloth for this man. Strong, durable and well priced. 
Gray-Wick is made from open hearth, copper-bearing steel, electro zinc galvan- 
ized and with a coat of transparent varnish as double protection against corrosion. 
Every roll is inspected, wrapped in heavy Gray paper and labeled. Made in all 
widths in even inches from 18 to 42 inches inclusive, also 48 inch double selvage as 
standard. 


Sell These Cortland Wire Cloths Too 


CORTLAND BLACK: A strong, uniformly woven painted cloth. A 
low priced cloth that will give fine service. 


CORTLAND PREMIER: A special, extra heavy grade, adaptable 
for doors. Made in 14 mesh, 32 gauge wire and 50% heaviersthan 
the standard cloth. Made from rust-resisting copper-bearing steel, 
electro zinc galvanized and doubly protected by a coat of trans- 
parent varnish. 


CORTLAND BRONZE: For the man who wants the best. Made of 
special alloy, 90% copper, 10% zinc, producing the elasticity of 
hard steel wire cloth and with greater durability than copper. 
solutely rustless under all conditions. 


Made to comply with the specifications adopted by the Bureau of 
Standards, Department of Commerce. 


Now shipped in strong individual roll fibre cartons. 


Now shipped in 
strong individual 
roll fibre cartons. 
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Recently Published! 





THE TWELFTH EDITION OF 


HARDWARE AGE 


VERIFIED 
LIST 


THIS PUBLICATION— WHOLESALE HARDWARE HOUSES 


NOTE—A LIST OF 
HARDWARE RETAILERS 
IS NOT INCLUDED IN 


WRITE FOR DETAILS 
WHOLESALE HEAVY HARDWARE HOUSES 


WHOLESALE DISTRIBUTORS MILL SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


Ww need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 


© sored by HARDWARE AGE. 
IT 1S OBTAINABLE AT THE LOW PRICE OF It not only authoritatively gives you the names of the recog- 


4 nized hardware jobbers, but also includes their capitalization, 
10.00 


the territories they cover, the number of men traveled, the 
lines handled and, in most cases, the names of officials and 

PER COPY buyers. 
* Such a publication is indispensable to sales managers and 
advertising managers. Furthermore, many firms find it high- 


USE THIS COUPON TO FILL YOUR ly advantageous to give copies to their road salesmen and 
REQUIREMENTS PROMPTLY district representatives. 
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MioneEY out of Brass: 


SCOVILL HOSE AND SPRINKLER EOQUIP- 


MENT BRINGS YOU MORE PROFITS 


GET ready for the spring garden-supply trade by stocking this complete line of 
quality brass products. Every item is good for long rust-free service. Every 
item is priced low enough to sell quickly. And you are sure of a nice profit-margin. 





SCOVILL MANUFACTURING COMPANY 


WATERBURY 


CONNECTICUT 


Display Room and Offices: 


280 BROADWAY 


NEW YORK CITY 





Sprinklemist (Rotary) 


Sends a fine spray over a 30-foot area. 
Hooked up in series, several of them will cover 
a large lawn. They can’t tip over. Brass head. 
Copper-plated steel base. A threaded end-cap 
is furnished with each Sprinklemist. 

CATALOG NO. H-255 
Packed 4 in a display carton—36 cartons to a shipping case. 
Weight per gross, 66 Ibs. Priced to retail at 50e 


Flower Sprinkler 


Here’s a sprinkler that does two jobs— 
waters flowers or washes cars. It fits any stand- 
ard hose connection. Brass head, 354” diameter. 

CATALOG NO. H-226 


Packed 20 to a carton—12 cartons to a shipping case. 
Weight per gross, 34 lbs. Priced to retail at 25e 


Hose Nozzle 


This newly designed nozzle can be shut off 
against pressure without dripping or leaking. A 
heavy knurled sleeve permits easy adjustment 
from a solid needlepoint stream to a fine atom- 
ized spray. Beautifully finished solid brass. 

CATALOG NO. H-256 


Packed 12 to a carton—12 cartons_to a shipping case. 
Weight per gross, 55 Ibs. Priced to retail at 50e 


Fan Spike Sprinkler 


Sprays a semi-circle 30 feet in diameter. 
Thus, it can be fastened by its spike along the 
edge of a path... or carried around. Solid brass. 

CATALOG NO. H-254 


Packed 12 to a carton—12 cartons to a shipping case. 
Weight per gross, 18 Ibs. Priced to retail at 25e 


Clinehing Hose Coupling 


A coupling that holds fast, yet unscrews 
easily. Solid brass, extra-heavy metal at all 
points of strain. Stamped steel, cadmium-plated, 
rust-proofed clinchers. 14, 4% and 3% inch sizes. 

CATALOG NO. H-281 


Packed 12 to a carton—12 cartons to a shipping case. 
Weight per gross, 28 lbs. Priced to retail at 30e 


Clinching Hose Mender 


This article quickly mends a broken hose. 
The only tool necessary is a hammer. Solid 
brass, extra-heavy metal at all points of strain. 
Stamped steel, cadmium-plated, rust-proofed 
clinchers. 14, 4 and 3% inch sizes. 
CATALOG NO. H-282 


Packed 12 to a carton—12 cartons to a shipping case. 
Weight per gross, 14 lbs. Priced to retail at lie 


Hose Coupling 


A standard coupling made in three sizes: 
4, % and % inch. Solid brass, either nickel- 
plated or lacquered to prevent tarnish. 
CATALOG NO. H-280 
Packed 24 to a carton—6 cartons to a shipping case. Weight 
per gross,approximately 19lbs. Priced to retail at lie 
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THE SCOVILL JUNIOR 
BOTTLE CAPPER 


ATTRACTIVELY PRICED 


YOU will find a ready market for this new Scovill product. It is simply 
constructed ... cannot get out of order. It’s easy to operate... ideal 
for home use. 

This is how the Junior Bottle Capper works. First, by moving the 
red handle forward and lowering the sliding head to the desired posi- 
tion, it is adjusted to take any size bottle. The cap-head then fastens 
the cap evenly, regardless of the angle at which it is placed. After 
being capped, the bottle is released by a rubber cushion in the cap- 
head. Then a concealed spring automatically returns the handle to 
position for the next bottle. There’s no trick to it at all. 

The capper is made of heavy gauge steel, nickel-plated. The handle 
is finished in durable baked red enamel. Three screw holes in the base 
permit secure fastening to a shelf or table. 

Just explain its easy operation ... and your sale is made. Order 
for stock now! 


@ The Seovill Junior Bottle Capper CATALOG NO. 270 
Packed 12 to a shipping container. Weight, 37 pounds 
Shipments f. 0. b. Waterbury or Chicago Priced to retail at 81.00 
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ARE THE HOUSEWIVES OF 
BROWNVILLE 

WELL ACQUAINTED WITH 
YOUR STORE? 


Don’t neglect the fact that the women of your town and every town are 
increasingly important customers. More and more of the purchases for 
“Home Use” are their exclusive province. Shopping with them is a 
business, and the more pleasurable it can be made the more it attracts 
them to your store. 


Housefurnishings Pay When They are Actively 
Merchandised 


It has been conservatively estimated that America will spend nine hun- 
dred million dollars for housefurnishings during the present year. This 
amount will be spent in the lines that are applicable to your store and 
your trade. These facts behoove you to give particular attention to 
these lines. 


With the women of the nation holding the purse strings, the enterpris- 
ing merchants are taking the ladies into consideration. Housefurnish- 
ings, well displayed and stimulated by advertising, mean increased store 
traffic, larger sales, and profits safe in the bank. 


Watch the Housefurnishings issue each month in HARDWARE ACE for 
the live articles on Housefurnishings. They are filled with profitable 


ideas. 
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THE FINEST IRON 


UNIVERSAL 
Wrinkle - Proof 





This dial gives the operator 
the exact heat needed—a 
proper heat for rayon, silk, 
wool, cotton or linen, a fea- 
ture that saves labor, saves 
—the time and best of all saves 
clothing. 


Round Heel that 
irons backward as 


easily as forward, 
an exclusive and 
practical feature 
that makes an in- 
stant appeal to 
women. 





ta 

THE UNIVERSAL Adjustable Automatic, 

the iron with features to feature—chro- 
mium plated, wrinkle proof round heel, non- 
skid rest, perfect balance, tapering point that 
irons between pleats, beveled edge all around 
that gets under buttons. An iron that is so 
practical and so beautiful that it sells on 


LIST 695 
Chins Te 


THE TRADE MARK KNOWN IN EVERY HOME 








This folder sells the idea of 
the automaticiron. It gives 
the proper ironing tempera- 
ture and dial setting for 
every fabric, and tells the 
operator exactly how each 
material should be ironed, 
and the savings that result. 


Po fe ere 


ESSTUNIVERSAL LO 
OS et eet ee 


A silent salesman that attracts shoppers and sells 
the goods by offering a choice to meet every purse. 
Takes up about 12x20 inch space on the counter 
and adds to the color and life of your display 
table. UNIVERSAL features printed under each 
iron to help dealer sales. Condensed Sales 
information printed on back of display panel. 
Furnished free to dealers who order six irons 
or more. 


LANDERS, FRARY & CLARK 


NEW BRITAIN 


CONNECTICUT 


HARDWARE AGE 
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AMERICAN 





KAMPKOOK 


What are you going to sell this year, the genuine American 
Kampkook, or just a camp stove? Read these 
facts before you decide: 


KAMPKOOK is the only gasoline camp 
stove with a removable fuel tank. 
Think what a whale of a sales argument 
this is for convenience and safety in fill- 
ing. When the tank burns dry it is 
quickly removed and carried away from 
the hot stove to the fuel supply. Neither 
the stove nor the cooking utensils are 
disturbed. There’s no chance of spill- 
ing gasoline on the stove or around it. 
This feature is fully protected by pat- 
ents and cannot be obtained in any 
other camp stove. 


KAMPKOOK is the original folding 
camp stove and has been first with every 
improvement. First with instant light- 
ing. First with a wind-proof, non- 
clogging burner. First with a built-in 
air pump. The new 1932 KAMP- 


KOOKS are finer than ever—and they 
are selling at the lowest prices in his- 
tory! 

KAMPKOOK is nationally advertised 
—year after year—-to the millions. 
Quality and dominant advertising have 
fixed the name KAMPKOOK in 
the minds of outdoor lovers everywhere. 
Haven't you noticed that most custom- 
ers who are looking for a camp stove 
ask about a “KAMPKOOK’’? Why 
not sell them what they ask for? It’s 
an easy thing to do with KAMPKOOK 
prices the lowest they have been since 
1911 when the first KAMPKOOK was 
built. 

Write to us or to your jobber for prices 
and full information on the KAMP- 
KOOK lineup for the 1932 season. 





AMERICAN GAS MACHINE COMPANY, Inc. 


General Offices and Factories: ALBERT LEA, MINN. 
Branches: 360 Furman St., Brooklyn, N. Y. 4242 Hollis St., Oakland, Calif. 
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A DUAL REASON 


ror oeaers in WHEStinghouse 


> Decl. automatic 
= © | : ek 


®! sa EFORE taking on any make of electric 
refrigerator make sure of two things. Is it 

; mechanically right? Is it in the market to stay? 
4 The Westinghouse Dual-automatic passes 
('O- both tests. It is beautifully-styled and precision- 
built. It includes all the worthwhile features that 

ay ‘3 critical buyers demand PLUS the exclusive prin- 
“44_.| ciple of Dual-automatic operation — completely 

+ automatic under all conditions. And it is built 

; tia by a company whose leadership in electrical 
a 4 “| equipment is unquestioned . . . a concern whose 
name spells reliability . . . one that can be 
counted on at all times to protect your interests 
and your investment. 

Westinghouse alone offers a refrigerator that 
guarantees the double value, double convenience, 
and double economy of Built-inWatchman control. 
COMPLETE ADVERTISING ANB SALES PROMOTION AID TO Lotection for your customers PLUS 


lowered sales costs for you! 

Westin OSE In addition, Westinghouse stands behind you 
we a an ne with a sensational advertising program. Smashing 
oor i da : - national campaigns, strong newspaper adver- 

cL ecerg tising, arresting displays, sales-getting literature 

. everything needed to make big profits for 
Westinghouse dealers in 1932. 

Look into the Westmghouse dealer franchise. 
It’s fair. It’s liberal. And it adds extra profi 
to your 1932 sales. 

Write, wire or telephone for details. 
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WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 
Mansfield, Ohio 


W 


NEW DUAL-AUTOMATIC WATER COOLERS - MICARTA CABINETS 
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BID AND PLAY 


t : tif 
|AGGRESSIVE ESTABLISHED 
MERCHAN| CUENTELE | 
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NESCO opens bidding with one spade based on merchandising possibilities — Nesco os etotee immediately senses desirable str gh of pas er (NESCO) 
bigh quality ote coat sora ay ergeny rate prices. Opponent with questionable and bids spades based on steady sales olume ad sri chandising 
merchandise, poor sales , bid two hearts. Nesco Distributor wit on ROYAL ENAMELED WARES “dppone nent rec clipe support from partner 
for ope Messe the adv Raoea Kies _ ie passes due to /ac d pro 

prorsedby asec sped elds gual aol’ a casa NESCO again appreciatin, nt rhe gh fpr s hand, bids five spades 
crits having recived encouragement from partner (Nesco Distributor) ind oe inued bigh quality at lower prices, plus the 79¢ special. One 
cated by co-operation — display — increased distribution — now informs partner —_ 

of additional strength bidding eat: Carnes pre store per profits, accepted Nesco Distributor immediately realizes possibility of a Grand Slam based on the 
solar harmonies and nel unit packages. Opponent passes due to lack of im wo esl are rt given by NESCO, +: ids a Grand Slam and NESCO makes it, 
provement of their possibiliti fe outa desirable net profits for both the Distributor and Nesco. 








NATIONAL ENAMELING anv a MPING COMPANY INC. 


& 


























WITH NESCO AS A PARTNER YOU 
WILL PLAY A GOOD GAME IN 1932 


IN ESCO with unusual honors opens with 3 ROYALS. A 
You as partner raise the bid. NESCO again raises oh eacoeciall 


with a bid L* WINDSOR KETTLES to sell at 79c. WINDSOR 


You close the bid at Grand Slam with order and pur- KETTLE 
pose to start active selling. Standardize on ROYAL. To sell at™ 





—_ « 








They are lines that offer White, Ivory or Grey—all in @ . ' ¢ 
true quality at such prices as to command popular | “Se 

sales. New shapes, new features, new prices—these \ —s 

are the honors that cannot be beaten. «me 


SEND FOR INFORMATION ON DEAL 


- + COUPON... 79c Applies Except in 


Please send us information about your 79c 
Windsor Kettle Deal for a Grand Slam. Distant Zones 








Clip the Coupon. Write for full 
details of lines prices and adver- 
tising helps. 


NATIONAL ENAMELING & STAMPING COMPANY, INC. 
27 No. TWELFTH STREET MILWAUKEE, WISCONSIN 
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Extension 





ee BE SURE 
o 
QUALITY. -_ a" 
Men risk A UN BABCOCK 
wey SPRUCE LADDE ae 
ives on 
LADDERS ——_———_— a 


Spruce 
With Full 
Strength in 
Ladders for 

Every 

Purpose. 
We pay the 
Freight. 





W. W. BABCOCK CO., 


Extension 


eg 
Air Dried [4 





















Send for 
our 
Booklet 
and 


Price List 








BATH, N. Y. 


Fruit Single 


Single Ladder 






















1931 sales on Clay Driers 


were bigger than ever! 











Why? 
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Just the kind of a product every merchant likes to 
handle. One sale always makes others when a new 
Clay Drier appears in a neighborhood. Profitable 
because customers are satisfied with the fine qual- 
ity and service they get from the genuine Clay 
Drier. You are safe in stocking the Clay Drier— 
Women quickly see its superior features. 135 feet 


CLAY EQUIPMENT CORP., 













Clothes Driers 







Because of the keen nation 
4%¢ wide interest in yard beauti- 
fication. The first step to 
new yard beauty is replace- 
ment of unsightly Clothes 
Poles with a Clay Drier. 


TUTTI 








National advertising year after year has created a 
steady demand for Clay Driers. 


of best line—all castings are malleable, galvanized 
and varnished to resist rust. Braces are of angle 
iron—arms are of straight grain selected Norway 
Spruce. The finest Clothes Reel made. 


Be sure to stock Clay Driers this year—they will 


make money for you. 
Dept.H.A.230, Cedar Falls, Iowa 
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Lacquered brass cylinder; all other parts cadmium plated. Priced to 


Here’s a new special. Everedy No. 1100 Screen Door Closer. 79¢ 
SOMIN RE ook gcn sks cod toss erscevanesoeqae ae Gas 60 oskbseseeaneees 


Everedy Adjustable Screen Door Grilles 
are big screen-season profit makers. 
Plain or scroll tops; brass, bronze or 
antique copper finish. Sold in a wide 
variety of sizes with sliding rods that 
make them adjustable to fit almost any 
screen door. 


Fly Time Profits 
Are On The Way 


— season is extra profit season for live 
hardware dealers who handle Everedy’s famous 
line of Screen Door Closers and Screen Door 
Grilles. Just suggest the purchase of these fine 
products to buyers of screen doors, screen cloth, 
etc., and the cash register rings up extra sales! 








These Everedy products are nationally known and 
recognized as the finest of their kind. And this | 
year there has been added to the line a new special 
for quick sales—Everedy No. 1100 Door Closer— 
priced to retail at only 79c. Be prepared to make 
the most of this line. Write for descriptive litera- 
ture and full details of our 1932 proposition now. 


Everedy Products Sold By Leading Jobbers Everywhere 
Prices Slightly Higher In Far West and Canada 


THE EVEREDY CO. 


FREDERICK <B> maryano 





ssieteatesieese ticshics sbitalestifesstesetts 
Here’s a popular seller everywhere—Everedy Silent, Jr., No. 

1000. Nationally recognized as the standard of screen door 1.00 
closer value. Priced to retail at........-..eseeeeeeeceeeerereeee 
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, 
HERE 1S SOMETHING 
YOU CAN EASILY SELL 


Everybody is interested in 

casters that will not score 

the floor or injure rugs 
and carpets 


‘“ACME’”’ Ball Bearing Casters 
Meet the Demand 


All you need do is demonstrate “AcMES” 
to make a sale. Roll an “Acme” on the 
palm of your hand. The customer buys 
readily and usually comes back for more. 
One set of “Acmegs” always sells another 
set. Retail price reasonable. Profits gen- 
erous. “ACMES” give you an opportu- 
nity to build up sales and increase the 
good-will of your customer. 


Send for Samples, Quotations and Complete 
Information 


The Schatz Manufacturing Co. 
Poughkeepsie, New York 








BALL BEARING 
Casters 


27 



























YERS 


NF W Auromati 
WATER SYSTEMS 


WITH 
Twetve GALLON GALVANIZED TANKS 


ocr Good news for water system dealers—here is a new money 

gouTno. Hi making line of Myers Self-Oiling Automatic Water Systems 
A with Twelve Gallon Galvanized Tanks that will find quick 
acceptance by owners of homes and cottages, camps, lodges, 
summer resorts, service stations and many other places seek- 
ing reliable water service at satisfactory prices. 





DISCH. TOA; } 
HOUSE Line: Jd 













Three styles—two complete units for shallow 
wells or cisterns ready for installation—a deep well 
unit complete except down or suction pipe and lower 
cylinder ready for installation. All designed and 
built to conform to the letter with Myers high quality 
standards. 


Positive self-lubrication, complete automatic con- 
trol, finest of mechanical construction, best of equip- 
ment throughout. You can readily determine just 
what kind of service these new Myers Self-Oiling 
Automatic Water Systems will give to users, and just 
me eae what they will mean to you, a dealer, in the way of 

additional business. 

OISCH. To 
HOUSE LiNE 7! iat » P i : 

AIR VOLUME Act and profit. Your inquiry today by mail or by 
wire will have prompt attention. 








CDISCH. TO 
“} HOUSE LINE 





Fig. 2739. Myers Self-Oiling Shallow Well Water System. Fig. 2741. Myers Deep Well Direct Water System. 
Capacities 250 and 340 Gallons per Hour. Capacity Up to 435 Gallons per Hour. 


THE F. E. MYERS & BRO. CO., ASHLAND, OHIO 


PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 
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VOSs 1932 = 

ADVERTISING @& 
wtll go tnto 

6,892,804 HOMES 


N even bigger, stronger program of National Advertising ses : 
for 1932! Another leading magazine . . . Better Homes Leader of Low Price Field ' 
A leadership based on guaranteed quality and washing efficiency 


RETAIL 


& Gardens, with a circulation of 1,408,301 home owners .. . = oar ame n¢ ish 
will be added to the three big national magazines which pro- pet Atenas ys aghanive 9 a os 
: s ' consistent, month after month program of national advertising 

duced such sensational results for VOSS Dealers during 1931! . .. the VOSS was the only washer selling at less than $90 to 
be consistently advertised in magazines of national circulation 


VOSS Advertising Will Reach during 1931. 








ONE Out of Every FOUR Homes 
Think of it . . . approximately one of every four homes in the country will 
be reached by VOSS advertising! 
Ladies’ Home Journal, Good Housekeeping, Farmer’s Wife, Better 
Homes & Gardens! Each one the leader of its field . . . read by people 
who are logical prospects for VOSS washers . . . and who can afford to 


buy one. 
And that is only part of the story! For VOSS Dealers will be provided 


with newspaper advertisements, booklets, broadsides, special sale events 
and other effective Dealer helps. 
Ride with VOSS to Sales Leadership in 1932! 
















VOSS BROS.MFG.CO. 


DAVENPORT. 1LOWA 
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best previous year. 
in 1932! 


And WHAT a story VOSS has to tell! 


—The ONLY washer with a floating agitator which ex- 
actly duplicates hand-washing action. 

—The FIRST washer to offer a corrugated tub of 18- 
gauge porcelain enamel. 

—A washer made and guaranteed by the country’s 


oldest manufacturers of washing machines exclusively. 


—A washer tested and approved for quality and wash- 
ing efficiency by Good Housekeeping Institute. 

—A washer embodying exclusive features that only 
VOSS Dealers can offer. 

—A washer selling at the lowest price that such qual- 
ity has ever been offered. 


These facts more than doubled VOSS Sales in 1931 over the 
These facts will build a still greater volume 
Right now is the time to secure the valuable VOSS 


Franchise. Write today! 
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Your jobber—and Viko—can help 
you in 1932. They'll make a team 
that will “pull for you” all through 


this new year. 


Let them haul you out of the nar- 
row-profit rut, up onto the smooth, 
broad highway of profitable sales 


and growing repeat business. 


This year you want to make more 
money. Then . . . sell better alumi- 
num! Let Viko quality bring you 


new, satisfied customers. 


Aluminum is a utensil material 
whose popularity is enduring and 
based on outstanding superiorities. 


“ASK YOUR 
JOBBER” 


THE GUARANTEED ALUMINUM 


FOR 1932 


It is strong yet light; quick to heat; 
saving of fuel; easy to clean; long- 
wearing—and beautiful. It cooks 


foodsevenly and prevents scorching. 


Leading hospitals suchas St. Mary’s 
(Mayo Bros.) at Rochester, Minn., 
the Battle Creek Sanitarium and 
others too numerous to mention 
Use Aluminum for Wholesome 


Cooking. 









Vo naes 
ALUMINUM 















Viko gives you a complete line—- 
you don’t have to “‘fill in” with un- 
known, unsatisfactory brands. And 
Viko—through your jobber’s sales- 
men—gives you service. 


Your jobber handles Viko for you. 
He carries a stock at your instant 
call—helps you cut down your in- 
ventory and speed up your turnover. 


If you want to make more money 
on aluminum, sell better aluminum. 


Ask your jobber about Viko for 1932. 


AtLuminum Goops 
MANUFACTURING COMPANY 


Manitowoc, Wisconsin 





AND - OM ETS, 


C ALUMINUM7)s TOO 


Popularly priced but far from cheap in quality, Comet Aluminum 
is the line that meets the needs of customers who want value for their 
money—at less than Viko’s price. Ask your jobber about Comet too. 
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Another article in the 
Hardware Age Series on 
Store Lighting ... . 


by ALFRED PAULUS 


PEDESTRIAN passes the 
A average store front in 
about seven steps, which 
is equivalent to about seven sec- 
onds. Obviously that is a short 
period in which to impress the 
hurrying pedestrian and compel 
him to stop. Yet the show win- 
dow must do just that and more, 
too, for it must kindle in each 
shopper a desire to own one of 
the articles on display. For a 
show window to accomplish 
these results may seem difficult 
at first thought, but clever dis- 
play plus good lighting will help. 
One of the greatest handicaps 
to the efficient functioning of a 
show window is the condition of 
daylight reflections. They are 
the mill stone around the neck 
of effective window display. 
When the sun is shining 
brightly, the window pane acts 
as a mirror. It reflects automo- 
biles, either parked or passing 
by, buildings on the opposite 
side of the street, and everyone 
in sidewalk traffic. These images 
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in the window glass are just like 
a drawn curtain. They hide the 
window display. Power of at- 
traction falls to almost nothing. 


Daylight Reflections 


The magnitude of daylight re- 
flections, as an obstacle to the 
selling activity of a show win- 
dow, is often underestimated. If 
your doors are open to receive 
customers during the day, cer- 
tainly the drawing power of the 
show window must be given full 
play. By hindering the efficient 
function of a show window, day- 
light reflections lose many pros- 
pects for the store, prospects 
which otherwise might have 
viewed the window display, 
taken a fancy to some one article 
of merchandise, and entered the 


BEFORE 


Show windows of P. C. Smith & 
Son store in Saugerties, New 
York, lighted to intensity of 30 
footcandles with two 200 watt 
lamps in each window. Out of 
1,423 pedestrians passing by on 
two successive days, 807 or 57 
per cent actually stopped to view 
the window displays. 
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Puttin gs the 


store with a mind to buy. 

The only practical way to re- 
move daylight reflections is to 
use plenty of artificial illumina- 
tion. To carry out this practice, 
more light should be used during 
the day. At night darkness pro- 
duces a contrasting background 
for the show window and con- 
sequently less light will provide 
the necessary punch. 

The condition of daylight re- 
flections can be alleviated some- 
what by the nature of _back- 
ground used in the display. A 
light colored background mini- 
mizes the effect of these reflec- 
tions; a dark colored _back- 
ground does just the opposite. 
With a light colored background 
less artificial lighting is required 
to wash out the daylight reflec- 
tions. 


The Right Kind of Window 
Lighting 


Effective illumination in the 
show window is governed chiefly 
by the number and the wattage 
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these recommendations, based on 
information gathered from hun- 
dreds of towns and cities 
throughout the country. 
Suitable reflectors are neces- 
sary to insure an efficient light- 
ing system. These reflectors are 





lamps _in- 
stalled. 
Mazda 150- 
watt lamps, AA ee, 
mounted on 12-in. SY SZ 
centers enjoy popular 
use. Sometimes 200-watt lamps are 
mounted also on 12-in. spacings, but 
more often with this-wattage lamp the 
spacing is increased to 15-in. 

An easy method of determining the 
size and spacing of lamps in show win- 
dows is by the location of the store in the 
city. The table (top of page 34) contains 













O assist our readers plan for 

more effective lighting, as an 

aid to increasing profitable 
sales, HarpwareE AGE will feature in 
the last issue of every month dur- 
ing 1932 a thoroughly practical 
article on lighting. Each install- 
ment will be a complete guide in 
itself. The entire series will repre- 
sent a most thorough lighting 
course for hardware men to study 
and use. With the help of lighting 
engineers of the Westinghouse 
Lamp Co. the specific recommenda- 
tions made will be put into actual 
use in several retail hardware stores, 
results will be checked and the 
changes effected by proper lighting 
explained with comparative photo- 
graphs. The series will embrace 
every phase of lighting as it affects 
profitable retail selling. Authors 
cooperating with Harpware AGE in 
this series are: J. F. O’Brien, man- 
ager advertising and sales promo- 
tion dept.; S. G. Hibben, manager 
commercial engineering dept., and 
D. W. Atwater and A. Paulus, illu- 
minating engineers, all of Westing- 
house Lamp Co. 
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available in either 
mirrored glass or 
prismatic lenses. 
They should be 
mounted on _ the 
ceiling in a row 
which parallels 
and sets close to 


AFTER 


Increasing the light- 
ing intensity to 90 
footcandles with 
eight 150 watt lamps 
in each window and 
keeping a pedestrian 
record for two suc- 
cessive days showed 
that out of 1,567 
passing 1,198 or 76 
per cent stopped at 
the show windows. 
The improved light- 
ing stopped 391 or 
48 per cent more 
people. 
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Before: Day- 
light reflec- 
tions hide the 
merchandise 
display and 
lower adver- 
tising value of 
the window. 


After: Artifi- 
cial lighting in 
* the show win- 
dow reduces 
daylight reflec- 
tions to a point 
where the mer- 
chandise_ is 
clearly visible. 
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How to Determine Size and Spacing of Lamps 


Population 
5,000 or under 


5,000 to 50,000 


Over 50,000 


Store Location Spacing Lamp Wattage 
Main Streets 12 in. 150 
Side Streets 15 in. 150 
Main Streets 12 in. 150—120 
Side Streets 15 in. 150 
Super White Way 15 in. 500 
Metropolitan Dist. 12 in. 200 
Main Streets 12 in. 150—120 
Side Streets 12 in. 150 








Selection of Proper Shape of Reflector 


These standard shapes meet the requirements of 
light distribution in most window lighting installa- 








tions. The size of the reflector varies with the 
wattage of the lamp. 
Window Dimension Height of Display 
in Feet at Background in Feet 
pees ~, ee 
Height Depth 0-2 2-4 4-6 6-8 8-10 
4-6 1-3 A A B _ dai 
4-5 A B B —_ —_ 
6-8 2 A A A B _ 
3-7 A A B B —_ 
7-9 A B B B — 
8-10 2-4 A A A A B 
4-6 A A A B B 
6-8 A A B B B 
Type A 812 A B B B B 
For 10-12 3-5 A A A A B 
Shallow 5-8 A A A B B 
Windows 8-10 A A B B B 
Type B 
For 
Deep 
Windows 
34 


the front glass. From this position the reflectors 
throw their light down on the merchandise and en- 
hance its appearance, which. after all is the pri- 
mary function of window lighting. 

Whenever possible, recess the window reflectors 
in the ceiling; it aids in preventing stray light from 
glaring into the eyes of window shoppers. When 
the reflectors are merely attached to the ceiling a 
valance, hung around the top of the window pane, 
helps to hold stray light in check. Cloth or frosted 
glass may be used for a valance. Sometimes a 
painted valance is preferable since it also serves 
nicely as a sign. At night the window lighting will 
illuminate this sign. 

Changing an old-fashioned window installation so 
that it produces modern lighting is a simple pro- 
cedure. Ready wired strip assembled in the elec- 
trical contractor’s shop is merely hung on the ceil- 
ing of the window. It is reasonable in cost, 
easily and quickly installed, and meets with all 
the standard requirements of good window light- 
ing practice. Outlets at prescribed intervals in 


Ready-wired strip, supporting mirrored glass re- 
flectors and 150-watt lamps on 12-inch spacings, 
was merely hung on the ceiling to produce modern 
,show window lighting in the Ridgewood Hardware 
Company’s store, Ridgewood, N. J. This strip is 
reasonable in cost and can be installed with a 
minimum of time and trouble. 
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Comparative Figures on Two Window Installations 


RIDGEWOOD HARDWARE COMPANY 
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New 1500 106 7% cents $83.00 





SMITH HARDWARE CO., SAUGERTIRS, N. Y. 


Old 400 30 2 re 
New 1200 90 6 cents $66.40 





the strip support reflectors and 
lamps. 


Handling the Wiring 
Problem 


To utilize full merchandising 
value of a show window, dis- 
plays should be changed at least 
once a week. It lends variety to 
the windows. Any other form of 
variety, injected into successive 
displays, will relieve monotony 
and produce interesting novelty. 
Floodlighting, both in color and 
clear light, individual display 
lighting, and motion, are some 
examples of novelty. They call 
for additional wiring facilities. 


A show window installation 
equipped for a variety of light- 
ing effects has at least two wir- 
ing circuits. Each operates one- 
half of the installation so that 
alternate reflectors are on the 
same circuit. Thus half can be 
extinguished after dark. In the 
large show window, having fif- 
teen or more reflectors, three cir- 






Janusry 23, 19352. 


Mr. Thomas P. Waye, 
Mgr. Saugerties Branch, 
Central Hudson Gas & Electric Corp. 


Dear Sir: 


Somewhere I remember reading an old proverb that said "To 
see, was to be enlightened". This has been proven to us beyond a 
doubt by the Central Hudson's Demonstration of their Modern Light- 
ing Fixtures in our show windows. We sincerely want to thank the 
Central Hudson for enlightening us as to the value of their Modern 
Fixtures. 


Prior to December tenth, the date of installation, we would 
have been skeptical of making an investment of this kind, especially 
with the present business conditions. Since you have installed your 
lighting system, we can truthfully say that our sales have increased 
32-1/2% over last year's sales for the same period. Surely this is 
ample proof why we are convinced that Modern Lighting Fixtures are a 
good sound investment. They command the attention of the progressive 
merchant. 


We received a letter in December from Mr. Charles J. Heale, 
Editor of the "Hardware Age“. He asked for our experience with the 
Lighting Demonstration. He is very much interested in giving his 
readers actual results from one of their ow hardware dealers. We 
informed him that as soon as the results were accurately checked we 


ness 
window lighting. 








From Saugerties, N. Y., 
comes this letter tell- 
ing of increased busi- 


good 


would send them to him. 





From the actual tests made and the results obtesined, we can 
recommend our Modern Lighting System to any progressive merchant. 
Surely our results are not phenomenal; they can be duplicated by any 
merchant who installs your fixtures. 


Again we wart to thank Central Hudson, especially Mr. Waye, 
for their splendid cooperation and the results of the findings of their 
staff of eminent engineers. 


Sincerely yours, 


(Sgd) P. C. Smith & Son. 
A. 








cuits allow the illumination to be 
graduated according to condi- 
tions and demands. In multiple- 
circuit installations each circuit 
has a separate control switch. 


In addition to those circuits 
for general window illumination 
others are desirable for window 
floodlights, and _ floor plugs, 


(Continued on page 78) 


Comparison between old fashioned and modern lighting in the show windows of the Ridgewood Hardware Co., 

Ridgewood, N. J. Window on left has two 150 watt lamps in obsolete equipment; window on right has ten 150 watt 

lamps in mirrored glass reflectors mounted on 12 inch spacings and supported on ready-wired strip. Is there any ques- 
tion which merchandise display is more attractive? 
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Now Is the Time to Inform Yourself 
About the Proposed 
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3 ALES of shotgun shells are threatened with an excessive Federal tax equiv- $ 

Bs alent to an increase of one-third in their present retail price. Wholesal- ss a 
> ers are faced with the possibility that their investments in shotgun shells Ks ie 
Ka will be increased by 50 per cent. A further detrimental effect of the so-called ? 0 
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“Cent-a-Shell” tax would unquestionably be reflected in a decreased demand. 
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An additional objection to the proposed legislation is that it would force 
farmers who shoot chicken hawks, and hunters who shoot rabbits, quail and other 
upland game to contribute to a fund for the conservation of water fowl. Obvious- 
ly it is unfair to make hunters of non-migratory game pay for the duck shoot- 


, 
ers sport. 
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1) = || While provision has been made in the shell tax measure to provide a rebate to 
trap shooters, it is assumed that the necessary red tape would tend to retard trap 
shell sales. The proposed measure also provides that half of the money derived 
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\$ by the tax from each State be returned to State game departments for the protec- + 
ie tion of upland game. The latter provision is believed to have influenced some $ Ee: 
ibs interests to favor the tax in preference to other suggested financing methods for 4 [ 
Iz conserving the duck supply. 7 c 
IRs ¢ ie 
\% However, the offer to divide the revenue is not as attractive as it might seem : 
IF upon first consideration. In States such as Pennsylvania, for example, it is es- 4 & 
1% timated that less than 8 per cent of this State’s 550,000 hunters ever hunt migra- Ke : 
| z tory game. . : é 
\% : 
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On two previous occasions Congress has refused to consider an ammunition 
tax for game conservation work. After the war when the general nuisance taxes 
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i were being abolished an effort was made to have the ammunition tax then effec- : 

| ¢ tive reallocated for conservation work and the idea was again rejected. Despite + 

| $ these efforts to secure the passage of similar legislation, the present campaign : 

1) is being energetically waged and may win legislative sanction, unless the hard- $ Pe 
$ ware trade, and others vitally interested voice vigorous protests. & 

- $ : 
$ | Opposition offered now, as an indication of sentiment, may prove effective in $ 
z | preventing the bill from coming before Congress, thus avoiding the chance that : 
$ | it might become a law. Read the article on pages 42 and 43 of this issue, which + 
+ | presents more complete information on the subject. Familiarize yourself with $ ; 
|| all phases of the proposed bill and watch forthcoming issues of HARDWARE AGE % Ma 
ral for further particulars. $ " 
$| z 
~» | ————— . —— —— & 
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There Are More Ways 
Than One to Sell... 


NEW device which scal- 
lops the edges of grape 
fruit or one which shells 


peas by simply turning a crank 
will win the enthusiastic com- 
ment of women in any commun- 
ity. Men, too, are just as en- 
thusiastic about such novel items 
as stoppers that prevent the un- 
used portion of bottled ginger 
ale from going “flat,” or self- 
opening, dust retaining, ash can 
covers. New and improved types 
of devices for the home are com- 
manding prices never before 
dreamed of. Right now a com- 
bination egg beater, mixer and 
orange juicer is selling around 
$15 and was introduced success- 
fully at a much higher figure. It 
was made attractive and efficient 
—and, presto! 

People are and always have 
been intensely interested in new 
ideas in home devices. It is this 
desire to see “what is new” that 
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attracts a good deal of money to 
the chain and department stores. 
No merchandising establish- 






One for home consumption and one to give away. 


Household Devices 


ment has a better opportunity to 
attract trade in this way than has 
the hardware store. In the hard- 
ware stock are innumerable 
items that have been improved 
and many older items that are in 
stock need only to be brought out 
(Continued on page 72) 
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| | customers to humor us by taking two of each. 
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All you hove to do is lean on Haney dew meta grt oll halted: Cake Froster. orlery atuller, 
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Check the items you want and then come 
straight to Macy's with your list and your cash 






z 
ae 


sezcesieiz 


r 
ft beck for pepper. Our com: 
Demet oat aed 

chaumates one bend of the 
dow ma great oe 








This modern ad and window 
display is part of a selling 
plan of a large department 


store. 


You can use it to ad- 
vantage, too. 
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| How Dealers 


Dramatize 
the Axe 


Local Chopping Contests 


EVERAL wide 
“ awake hard- 
ware mer- 
chants have recently 
found real business 
benefits are to be derived from 
sponsoring a local wood chopping 
contest. Such an event focuses the 
attention of the entire community 
on the store staging it, and a large 
crowd of interested spectators, all 
potential customers, is usually 
attracted. In addition to the 
indirect benefits obtained from 
the interest and publicity, a 
splendid opportunity is provided 


Arouse Great Interest for 


Hardware Stores 


to stimulate axe sales. A chop- 
ping contest, in which the best 
choppers in the store’s locality 
vie for championship honors, 
furnishes a remarkable perform- 
ance, well worth coming miles to 
witness. Chopping a seventeen 
inch red oak log in two in the in- 
credible time of one minute and 
four seconds, vividly demon- 
strates what the modern axe, in 


Evidence of the 
great interest 
shown in chop- 
ping contests is 
shown in this pic- 
ture taken at 
Brainerd, Minn. 


skilled hands, can accomplish. 
Such an exhibition holds obser- 
vers spellbound and creates a 
new admiration for edged tools 
of this type that will long be 
remembered. 

As a chopping contest has 
genuine news value, the local 
newspapers, in most instances, 
will be glad to bring it to the 
attention of readers by publish- 
ing a complimentary news item. 
Newspaper advertising space, 
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hand bills, and invitations mailed 


to the stores mailing list are other 
practical mediums for heralding 
the contest. Frequently, the event 
attracts so much attention, and 
rivalry between contestants be- 
comes so keen, that a feature 
news story finds a preferred posi- 
tion on the front page. Not in- 
frequently, the popularity of wood 
chopping contests spreads like 
wildfire, and one town after an- 
other selects its champion chop- 
pers and they in turn then com- 
pete in a gala con- 
test for the county 
or district cham- 
pionship. 

The _ growing 
popularity of 
chopping contests 
in this country is 
attributed to the 
fact that they are 
now being staged 
with one man 
chopping against 
the other, as op- 
posed to the for- 
mer practice of 
having one man 
chop against 
time, much as in 
a one horse race. 
In Australia, chopping is a na- 
tional sport and championship 
contests areuse 
almost as much 
interest as the 
World Series 
do in the 
United States. 
As the new 
method of 























Correct method of 
setting up a log on 
chocks for chopping. 
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conducting chopping contests in- 
troduces the competitive spirit, 
and makes the event much more 
exciting, a decided increase in 
their popularity in this country 
has been noted. From a wealth 
of experience in staging chopping 
contests the procedure outlined 
in the following paragraphs has 
been found most satisfactory. 


Chop In Heats 


A chopping contest should be 
run off in heats, a number of 
men to a heat, with the winner 
and runner-up eligible to compete 
in the finals. 

Getting the Logs 


Secure permission to take a 
tree from a wood lot, or buy one 
if necessary. The best logs for 


Further evidence 
of the power of 
chopping contests 
to attract crowds 
of interested 
people is given in 
these __ pictures. 
Upper: Taken at 
Bemidji, Minn.; 
lower, at Rice 


Lake, Wisconsin. 


a contest in the order of their 
desirability, are: Willow, chest- 
nut, poplar, pine, gum, red oak, 
walnut and white maple. Among 
the hardwoods they are: White 
oak, birch, beech, hickory and 
hard maple. A tree twelve to 
sixteen inches in diameter is a 
good contest size for men, while 
a six to ten inch log is suitable 
for boys. Cut the tree down and 
saw it into lengths two feet and 
six inches long and provide a 
similar section for each contest- 
ant. The logs for each heat 
should be trimmed from the same 
tree, and all should be trimmed 
down to the size of the smallest 
one, so that every man is com- 
peting on a log of the same size, 
and of the same hardness. 
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Cut two chocks for mounting 
each section of the log so that it 
will be raised off the ground, 
giving clearance for chips. Each 
chock should be about four inches 
square and about two feetslong. 
Notch the chocks and mount the 
logs in the notches as shown in 
figure No. 1. Then brace the 
log with boards nailed to log and 
chocks. If the contest is to be 
held outdoors, the lower ends of 
the braces can be sharpened and 
driven into ground to hold the 
logs steadier. A side view of a 
log, mounted on chocks and 
braced ready for cutting is illus- 
trated in figure No. 2. Several 
logs mounted as described, might 
well be used in a window display, 
especially installed to create fur- 
ther interest in the approaching 
contest. Both single and double 
bitted axes and related edged 
tools of this type can then be 
displayed in an appropriate set- 
ting. A large window card should 
be used in connection to set forth 
the details of the contest. Prizes 
being offered, bearing suitable 
cards, should also be displayed 
in conjunction. 


Contest Regulations 


Rope off a circle and permit 
none but judges and contestants 
to come within it. Allow each 
competitor two and one-half yards 
of space all around his log. Line 
up the logs in a straight line and 
have contestants draw lots for the 
log each is to chop. 
Contestants are al- 
lowed to mark out 
the cutting line 
with chalk or char- 
coal, but the axe 
must not be al- 
lowed to touch the 
log. Contestants 
may cut foot-holds’ 
in the top of the log 
to get a firmer 
stance, but all foot- 
holds must be out- 


a 


side the cutting line.’ When all is 
in readiness the judge should take 
his place at the end of the line 
and start the contest by a prear- 
ranged signal. Anyone starting 
before the signal should be dis- 
qualified. All cuts must be made 
through the log. No forcing of 
chips out the end of the log 
should be permitted. All logs 
must be cut clear through and 
must touch the ground through 
the aid of the axe only. Hanging 
by a splinter is not considered off. 

No restrictions are placed on 
the size or type of axe permitted 
in men’s contests, and each con- 
testant may have as many axes as 
he desires. In a boys’ contest, 
however, the type of axe should 
be limited to the boys’ pattern— 
not over a two and one-half pound 
axe, with a handle not over twenty- 
eight inches long. It would ob- 
viously be unfair to permit a 
husky boy with a man’s axe to 
compete against smaller boys with 
boys’ axes. All heats should be 
run off as previously described, 
and the finals conducted in the 
same manner. Timing should be 
done with a stop-watch. It is 
customary for the contest to be 
open to all local axe users. All 
that is required is that contestants 
register at the store sponsoring 
the contest, as there are no en- 


Choppers who competed 
in the chopping events at 
Detroit Lakes, Minn., dur- 
ing the American Legion’s 
7th annual Derby Day. 





trance fees or charges of any kind. 
Some idea of the keen interest 
developed by chopping contests 
can be gained from the fact that 
six thousand people were present 
for a recent contest at Detroit 
Lakes, Minn., a town of 4,000. 
In Bedford, Iowa, population 
2,500, more than 2,000 persons 
witnessed the chopping contest 
held under the auspices of the 
Lions Club of Bedford. The 
crowd of 800 people who were 
present for the chopping contest 
staged by Elving Bros. hardware 
store, Alcester, S. D., is shown 
in an accompanying picture, 
which was snapped while the 
event was in full swing. Twenty- 
four contestants participated. In 
Tooele, Utah, a contest arranged 
by the Tooele Hardware Co., at- 
tracted 300 people. Despite in- 
clement weather a crowd of 500 
persons turned out for a recent 
eontest staged by the Kruseman 
Hardware, Sully, Iowa. 


Regarding Prizes 


It is customary to provide three 
prizes for the contest and these 
can most appropriately be axes 
of varying pattern and value. 
The first prize may well be a high 
grade axe, the second prize a 
regular grade axe, while a hunt- 
ing axe could be offered as the 
third prize. Some axe manufac- 
turers are willing to provide one 
or more of the prizes at their 
expense, and are also prepared 
to advise dealers 
regarding the most 
effective ways of 
staging chopping 
contests. Begin to 
plan now to hold a 
chopping contest at 
an early date and 
be the first to reap 
the rewards in your 
territory. Auspices 
for such an event 
were never more 
favorable. 
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“A three hours’ trip for a $10 
order. It would have taken three 
minutes by telephone,” so reads 
the headlines of a recent tele- 
phone system advertisement. A 
discouraged salesman in his car 
looks with disgust at his watch, 
the speedometer and the order. 
There’s some truth to the claim 
of the phone company. Tele- 
phone selling certainly has a 
place in modern business, but 
surely at best it is a supplemen- 
tary aid and hardly a satisfac- 
tory major vehicle. It is too easy 
to say “no” and stick to it via 
phone, where samples are not in 
sight and where the prospect’s at- 
tention may be completely di- 
verted throughout the entire con- 
versation. It is a common sight 
to see a man hold a disinter- 
ested and merely polite phone 
talk with his eyes and mind riv- 
eted on a letter or some other 
business staring him right in the 
face and challenging the atten- 
tion, the seller really needs to put 
over a sale. Phoning for appoint- 
ments before making long trips is 
often good time insurance, but 
here again it is too easy to dismiss 
the matter. The hero of this par- 
ticular phone ad might have 
got nothing via phone. Perhaps 
his net loss would have been less, 
for the present, if that were the 
case. On the other hand his per- 
sonal appearance, an evidence of 
interest and desire to serve might 
have paved the way for bigger 
business later on. Many retailers 
would resent phone call selling 
except from sources already serv- 
ing them regularly. Salesmen 
calling at stores are an important 
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factor in the retailer’s 
selection of stock; 
handling of sales, ete. 
On the other hand 
selling women by 
phone on known mer- 
chandise has been 
very successful with quite a few 
hardware stores. 


— HA — 


Henry Bond of Brooklyn, N. 
Y., says the sale of a lock im- 
plies a promise of security to the 
buyer. If the latter loses a key 
and brings a lock to be fitted 
Henry changes the combination 
and makes new keys. This pro- 
tects the customer from possible 
theft should the original keys 
fall into thieving hands. It also 
makes the service fee a little 
fatter. 


—* 


Brave man is William Boyd 
Craig writing in the Nation’s 
Business. He had the temerity 
to question the oft reported but 
not necessarily substantiated “85 
per cent of all retail buying is 
done by the women.” He made 
several tests and came to the con- 
clusion there is not a rule to be 
followed. In Elyria, Ohio, he 
found that in the purchase of 
men’s furnishings, men did more 
than half of the buying among 
the poorer families, three-quar- 
ters of it among the moderately 
wealthy families and all of it in 
the larger income division. Con- 
trast this with the report that 62 
to 65 per cent of such wares are 
bought by the ladies. He found 
also that men influenced the buy- 
ing of women’s clothes as much 








Just Among Ourselves 


by CHARLES J. HEALE 


and often more than 
women influenced the 
men’s purchases of 
their own apparel. 
On all major pur- 
chases men were 
found to be determin- 
ing factors even though women 
did most of the preliminary 
scouting. Although he does not 
claim to have discovered a new 
set of figures his study of the 
subject was sufficient to promise 
us poor men much more than the 
allotted 15 per cent decision in 
retail purchases. 

HA 








Mother’s Day has unquestion- 
ably been popularized by mer- 
chandising and not by sentiment. 
A worthy thought but highly 
commercialized by vendors of 
flowers, candy and books it fails 
to register with us. Father’s Day 
has received the same type of 
promotion in the interests of sell- 
ing neckties, tobacco, etc. They 
leave us cold. But if we get too 


* severe in appraising various cele- 


brations we might talk ourselves 
into a tirade against Christmas 
and birthday gifts. Maybe our 
lack of enthusiasm for Mother’s 
Day and Father’s Day is 
prompted by the indifference 
shown by hardware merchants 
during these brief gift selling op- 
portunities. At any rate we un- 
derstand that Congress made May 
1 National Child Health Day to 
be celebrated with parades, ex- 
hibits, special civic programs, ete. 
Some smart fellows will feature 
and sell juvenile athletic goods 
and outdoor playthings and we 
hope they will be hardware men. 
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The Proposed TAX 
on Shot Gun Shells 


Y virtue of a treaty between 

the United States and Canada, 

the wild fowl of this country 
are under the direct control of the 
Federal government and the Depart- 
ment of Agriculture is authorized to 
make such rules as it may deem nec- 
essary for their protection and con- 
trol. 

On the twenty-fifth of August, 
1931, a Presidential proclamation set 
forth as follows: 

“The long continued and _ severe 
drought of the past two years has in- 
flicted not only economic hardships by 
seriously curtailing crop and stock pro- 
duction, but also has resulted in an 
emergency condition as regards the 
present and future safety and abun- 
dance of the water fowl of the con- 
tinent. 

“In large areas of the United States 
and Canada, through lack of the water 
on breeding grounds essential to rear- 
ing the young birds, the drought has 
entailed widespread destruction among 
the former hordes of wild fowl that 
migrate to our several states. 

“This devastation has constituted so 
great a menace to our wild life re- 
sources and to their future enjoyments 
by our people as to impel the Secretary 
of Agriculture to adopt a regulation 
compatible with the migratory bird 
treaty act whereby during the coming 
fall there will be an open hunting sea- 
son on these birds of only one month.” 

It was discovered after the orders 
were issued that the department of- 
ficials had neglected to effect or close 
an agreement with Canadian officials 
for a corresponding limitation of 
shooting in the various provinces. 
Three of them voluntarily made a re- 
duction to correspond with that of 
the United States. The others did 
not. 

Without entering into a discussion 
as to the necessity of this drastic re- 
duction, it is interesting to note that 
Jack Miner, Canada’s celebrated bird 
protector, in his campaign for a re- 
duction of bag limits, had at all times 
declared six weeks to be a safe sea- 
son, and Dr. William T. Hornaday, 
the veteran guardian of wild life, who 
is usually regarded as an extremist, 
in his appeal to the country for more 
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protection for the birds, asked for a 
two months’ season, with certain res- 
ervations in regard to baiting and the 
use of live decoys. 

We have no desire to add even a 
note of criticism to a troubled ad- 
ministration, or call attention unduly 
to lapses of judgment of our over- 
worked government officials, but we 
do believe that inasmuch as our wild 
fowl are the subjects of an interna- 
tional treaty, in the future no limi- 
tations of the privileges of American 
sportsmen should be made by of- 
ficials in this country without having 
a clear understanding with the Cana- 
dian officials as to what they are to 
do to equalize as nearly as possible 
the restrictions upon sportsmen on 
both sides of the boundary. 

The National Game Conference 
held in New York, Dec. 1 and 2, 
1931, under the auspices of the 
American Game Association, was 
largely devoted to a discussion of the 
wild fowl problem. Its proceedings 
were enlivened by the activities of 
“More Game Birds in America,” a 
new ofganization headed by Joseph 
P. Knapp, who has a large wild fowl- 
ing estate on Curritack Sound. The 
convention ended in what Donald 
Stillman, the editor of the New York 
Herald Tribune, declared to be a 
deadlocked conference. 


Two Plans Offered 


The deadlocked proceedings nar- 
rowed down to two plans. The first, 
presented by Mr. Seth Gordon of the 
American Game Association, was in 
substance nothing more nor less than 
the old idea of a Federal tax of a 
dollar a year on all wild fowlers. 
This measure in its revamped form, 
asked Congress for a loan of $25,- 
000,000, to be repaid in five years by 
a special dollar a year tax on duck 
hunters, to be used to lease, purchase 
and re-water thousands of square 
miles of Canadian and American 
breeding grounds for ducks. 

The second plan, presented by 
“More Game Birds in America,” the 


foundation sponsored by Mr. Knapp, 
provided for a tax of 25 cents a box 
on loaded shells, the money to be 
spent in establishing breeding plants 
in the United States and Canada, to 
breed ducks and release them along 
the flight ways. The gigantic duck 
plants that Mr. Knapp proposed to 
erect, were to be administered by a 
joint commission of Canadian and 
American sportsmen, naturalists and 
professional wild duck breeders. This 
new commission was to function 
along lines similar to those of the 
port authorities of New York and 
New Jersey, 

The deadlocked convention finally 
agreed that a committee, to be known 
as the Ways and Means Committee, 
was to be created as follows: Mr. 
Gordon and the American Game 
Association were to name two men, 
Mr. Knapp and the More Game Birds 
in America Foundation were to name 
two men, and the four men were to 
select a fifth man who was to act 
as chairman. It was further agreed 
that no action was to be taken by 
either side until the committee had 
surveyed the situation and arrived at 
a definite plan, and prepared a bill 
that the convention pledged itself in 
advance to accept as the plan of the 
National Game Conferences for 1932. 
It is difficult to understand how the 
conference of 1931 could pledge the 
conference of 1932 to any specific 
plan, as conferences of this character 
are generally understood to be assem- 
blages of free agents, with full and 
untrammeled powers to act as they 
may deem best. 

It was reported shortly after the 
conference closed, and before the 
joint committee of Ways and Means 
had decided upon its fifth member 
and chairman, or had held a meeting, 
that Mr. Knapp and his representa- 
tives were in Washington interview- 
ing Congress and the Secretary of 
Agriculture in the interest of his 
“cent a shell” tax on shells. It was 
also reported that the Biological Sur- 
vey had drawn up a bill embodying 
the “cent a shell” tax, and that the 
Secretary of Agriculture has given 
it his hearty support. The facts are 
that the Biological Survey, at the 
request of Mr. Knapp did draw up a 
bill embodying the “cent a shell” tax, 
but the draft was accompanied by a 
letter from the Secretary of Agricul- 
ture in which he says that it is some- 
what premature for the Department 
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to express an opinion upon the sub- 
stance of the bill and the bill is not 
to be taken at this time as expressing 
the views of the Department of the 
Biological Survey with reference to 
legislation of this character. 


Committee Chosen 


Meanwhile, the Ways and Means 
Committee has been completed by the 
selection as chairman of Brooke An- 
derson of Chicago, a former officer 
of the Izaak Walton League of Amer- 
ica. The committee is now survey- 
ing the situation and a report from 
them is expected shortly. 

The weaknesses of both of the 
plans presented, the dollar tax and 
the cent a shell tax, is that the first, 
calling for a loan of $25,000,000 
from the Federal government is 
founded upon an optimism that is 
not warranted by the times. We 
venture to say that the Congressional 
representatives of the country and an 
administration faced with a billion 
dollar deficit will give scant atten- 
tion to a proposition to advance $25,- 
000,000 on any kind of security, par- 
ticularly if part of the money is to 
be spent abroad, even in Canada the 
only country that is not already 
heavily in debt to us. The weakness 
in Mr. Knapp’s shell tax plan is that 
he proposes to tax the rabbit and 
squirrel hunters of the country to 
provide better shooting for the duck 
clubs of the Chesapeake, the sea coast 
and a comparatively few favored sec- 
tions that are inaccessible and beyond 
the reach of 90 per cent of the people 
on whom the financial burden of 
their restoration would be placed. He 
also, we believe, has overlooked the 
fact that in all probability, if the gov- 
ernment decides to tax shells, the 
money will go into the general treas- 
ury to meet the mounting expenses of 
administering the government. In 
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recent years Congress has not looked 
with favor upon the creation of new 
federal bureaus, or the further cen- 
tralization of power in Washington. 
The new machinery of government 
that Mr. Knapp proposes, entirely 
disregards all the rights of the states 
and is so complicated and cumber- 
some that the most capable officials 
would have difficulty in carrying it 
out. 

In recent years no bill contemplat- 
ing Federal aid had gone as far this 
conservation measure. It removes 
from any state desirous of participat- 
ing in the fund, all jurisdiction over 
its future program. It lodges with 
the Secretary of Agriculture and the 
Advisory Board that he appoints, 
sole and exclusive authority. Under 
this bill the State Game Commission- 
ers become mere agents of the Fed- 
eral Secretary and his interlocking 


board. 
Other Plans Advanced 


Meanwhile other plans for saving 
the ducks have been advanced. Dr. 
Hornaday, director of the Permanent 
Wild Life Fund, and Edmund Sey- 
mour, chairman of the National 
Committee of 100, have issued a bul- 
letin under the heading of the salvage 
of game and sport, in which they ex- 
press the belief that Congress would 
not approve of the dollar Federal tax 
in any form, and that both sports- 
men and ammunition makers will re- 
fuse to stand for a cent a shell tax 
on shot gun shells. This bulletin 
also suggests the following activities 
as the next things to be done: 

BY THE FEDERAL GOVERN- 

MENT: The Federal Government 


should restore the water supplies of 
all federal drainage-failure lake beds. 


BY THE STATE GOVERNMENTS: 
The state governments should restore 
the water supplies of all state drain- 
age-failure lake beds except the 


Florida Everglades. The Thief Lake 
operation in Minnesota is a fine ex- 
ample of how to do it. 


Dr. Hornaday continues as follows: 


“So much has been said recently 
about the awful menaces hanging 
over the breeding grounds for North 
American Waterfowl and the con- 
structive work that is imperative both 
in Canada and the United States 
that it is unnecessary to specify here 
the necessities of this gigantic Case. 
Let us at once set forth the logical 
conclusions. 

The Government of Canada can- 
not reasonably be expected to bear 
all the financial burden of re-water- 
ing the drainage-failures of her 
provinces, nor of perpetually main- 
taining the existing waters that pro- 
duce 85 per cent of the supply of 
United States ducks! We call upon 
all America to take due and perma- 
nent notice of that fact. 

But the Federal Government of 
the United States cannot, and as- 
suredly will not, appropriate any 
United States taxpayers’ money to 
be spent in any foreign country to 
make ducks more plentiful in our 
country. 

All such work in Canada, and 
some of that work in the United 
States, must be done either by private 
contributions or state money—or it 
may not be done at all! It is well 
to make a note of that very evident 
prospect.” 


Dr. Hornaday also blandly calls 
Mr. Knapp’s attention to the fact that 
he has a ten million dollar founda- 
tion and suggests that he devote five 
million dollars of it to reconstruction 
work in Canada. Dr. Hornaday also 
calls attention to the fact that the 
Audubon Society now has on hand a 
vast sum of money. One million 
dollars of that could be devoted to 
acquiring breeding grounds in Can- 
ada without in any way affecting the 
usefulness of the organization. 

The Izaak Walton League of Amer- 
ica has advanced a program based 
on the studies of a group of well 

(Continued on page 72) 
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Uncle John Says: 


It’s time to fix up around the 
home and get ready for Spring. 
You'll be able to save some real 
money on your needs if you shop 
at (Store Name). You'll find 
fine quality as well as low 
prices here. 


(List Items 
With Prices) 


YOUR STORE NAME 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 


The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the ones to give to your 
printer with the supplied ad layout keep in mind at brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You’ll find us willing to help you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations of these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given — each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
cut when less than ten cuts are ordered; when ordering ten cuts or more 
figure the charge at 30c. for each cut ordered. Inclose check with order, 
please—this saves bookkeeping of small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 


(All Ads Are Planned Six Weeks in Advance to Give You Ample 
Time to Order Illustrations) 














WE’RE SHOUTING 


QUALITY 


At Rock Bottom ox 
Prices ! vie 


You never 
get some- 
thing worth- 
while for F2 
nothing. We 

are determined to furnish our 
tustomers quality goods that will 
give them the wear and satis- 
faction they have a right to 
= at the lowest prices pos- 
sible. 


(List Items 
With Prices) 








Quick Drying Enamel 
For Furniture, Woodwork and Walls 


New beauty and 
life for your kitch- 
en or bathroom as 
well as old furni- 
ture, etc., with 
this quick drying 
washable enamel. 
Easy to apply — 
simply brush it on 
with easy strokes 
and in 2 to 4 
hours it drys to a 
hard lustrous fin- 
ish. A truly won- 
derful enamel for 
the busy housewife. 

Quart 00c. 

% Gal. $0.00 


YOUR STORE NAME 















dey Leads the Way 
to Better Values at 


(Store Name ) 


F4 


Now, more than ever, we are forging ahead—determined to give 
our loyal customers the finest obtainable at prices they can afford. 
Nights of planning and days of careful buying bring these values 
to you. Thrifty people buying every day proves they are right. 


Special Crucible Steel Saw Vanadium Steel Hammer 


Here is a skew back saw at a remark- One of the very best hammers on the 
ably low price that is bound to give market made of vanadium steel — the 
satisfaction. Made of special crucible toughest, hardest, best steel known for 
steel—full taper ground 4 gauges thinner hammers. A perfectly balanced non slip 
on back than cutting edge preventing buck- claw hammer, chromium plated—will not 
ling and reducing friction. Hand filed rust or tarnish. Selected 

and set—perfect balance—applewood han- white hickory handle. . 

dle securely fastened. 

A real buy! . 





Get Him a 


Bicycle 


Save $0.00 


. The best Bicycle on the 
(List Items market we believe for 
With P . ) this low price. _ 

from the best of ma- 
. econ terials along the most 8 
up-to-date scientific lines, § 
by expert engineers, these } 
bicyeles are a real sensa- 
tion. Improved model 
coaster brake, reinforced 
front fork and handle 
bars. Chromium plated 
—non tarnish steel rims 
and tail light. Complete 
with 28 x 1% in. high 


STORE NAME 








YOUR 
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It’s the Early Bird That Gets the Worm WEEK 
j Prepare Now to Get Spring Business 


















For Your Lawn and Garden 


Everything you need to get ready for Spring. it pays to insist 
on good quality lawn and garden supplies as well as low price. 
You must have quality in hardware to get real wear and service. 
Compare our values. 





SPECIAL 





F6 ( ag ei _ 
it a +} a s 
Hand Garden alsin Pruning Shears Don't aa a April 











° 
Cultivator The better kind of shears 
A wonderful garden help representing the maxi- 
=, Cultivates close to noon ee — Save yourself a long walk back 
plants without injury to parrot ar as “s — through the rain for chains. Get 
: is ° ans. SS 
roots or foliage. Five eee your car ready for Spring driv- 


ing now. We're offering a fine 
line of Spring auto accessories 
at rock bottom prices. Come in 


blades—detachable spring 
steel prongs on forged 
shovels, attached to mal- 

















leable head with four 
standard % in. bolts. today. 
Fine quality 4 ft. han- 
dle—middle shovel may 
be detached and rows 
straddled. 
(List Items 
With Prices) 
Lawn Mowers jj * aves 
00.00 16-in. Cut YOUR STORE NAME 
A great ballbearing lawn Lawn Roller 
Shovels mower for the money— 
wide wheels 11 inches A high class roller with 
Strong steel shovels with high to make it easy roller bearings and 
extra fine quality asb running. 5 cutting blades. scraper — drums made 
handles. Blade, shank Sturdily constructed from heavy steel plates 
and socket forged from throughout with double all seams welded. Edges 
one piece of steel. A riveted brackets. The rounded to avoid torn 
light weight shovel that kind of a lawn mower lawns. Well braced sturdy 
has remarkable strength. for which you would ex- construction. Diameter 
ade 9 x 12 in. with pect to pay at least 1/3 jf ...... p SD cc ccs 
Iong or D Handles. more. weight ....... 
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F9 i ive U 
; Like Water off a Duck’s Back ease a 


You'll find your shopping cares slipping away if you shop at 


(Store Name). You’ll be amazed how far your dollars will go " pe e i f 
here—in fact our prices are the lowest we’ve seen yet for such oe a, a 
fine merchandise. finest quality—which is abso- 

if you are to 


lutely necessary 
Kodaks get anywhere with your game 
A good looking, reas- —at prices you can afford. Look 


onably priced camera, at these values! 
that makes it easy for 


anyone to get good pic- (List Items 

cperste — well, finished With Prices) 

pa wont and push re- (List Items 
fA With Prices) 


eas 
artificial leather in gay 
colors as well as black. 
Single lens—takes 2% 
x 3% in. picture. 


YOUR STORE NAME 
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Your Windows Are Your Stage 
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O sell me, show me some- Garbage cans, galvanized It’s not too soon to think of 

thing new,” says the cus- sprinkling cans and such items — garden goods displays, and the 

tomer. A new idea or a_~ are well handled by the Long window of the Chicago Retail 
new item displayed in your wine Beach Hardware Co., Long Hardware Association’s model 
dows or store will almost unfail- | Beach, Cal. (top of this page). store, below, will help you. 


ingly cause peo- 
ple to stop and 
notice, frequently 
to buy. New mer- 
chandise is not 
available in every 
instance, but 
there is always 
some unique way 
to present what 
you have. 

The windows 
chosen this week 
are all capable of 
arresting _atten- 
tion. Those on 
page 46 are ar- 
ranged in the 
modern manner 
which stresses 
directness and 
simplicity. They 
are worthy of 
your considera- 
tion. 
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USINESS at “Marvin’s” 
B was showing positive signs 
of betterment. More peo- 
ple were visiting the store, and 
this was reflected in more orders. 


Not only were old patrons show- 
ing renewed interest, but there 


- was a noticeable increase in new 


customers. The “Boys” were 
busier—often so rushed that 
they were unable to give proper 
attention to stock. This was re- 
flected in vacant spaces on 
shelves and empty bins on sales 
tables. Van Davis took the mat- 
ter up with Mr. Marvin, and the 
genial proprietor listened sym- 
pathetically. 


Bringing Results 


“T’ve noticed it, Van,” he 
said. “The changes brought 
about by our store meetings are 
bringing results, and I am very 
much pleased over it. However, 
we can’t risk losing our recent 
gains by allowing the sales room 
stocks to get ragged. I’ve been 
looking around for a bright boy 
to keep the shelves and bins 
filled and to act as general 
handy man. I think I’ve found 
just the lad we want. It’s Eddie 
Scanlon, who used to do extra 
work at Bisbee’s on Saturdays. 
He’s an intelligent, well man- 
nered boy, and everyone likes 
him. He has finished grammar 
school, and is taking a course at 
evening school now. I’ve looked 
his record up carefully and he 
rates high. He has the makings 
of a good citizen and a real 
salesman. Mrs. Scanlon hasn’t 
very much money, and it is up 
to Eddie to go to work. I talked 
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Miarvin’s Store 


In which the Marvin Staff 


with him yes- 
terday, and he 
will start with 
us tomorrow 
morning. I 
want you boys to help him all 
you can.” j 

“We'll be glad to help him,” 
Van replied cheerfully, and, he 
added “he’s going to be a busy 
kid for a while until he gets the 
hang of things.” 

Bright and early the following 
morning Eddie Scanlon was on 
the job, a_ bright-eyed, eager 
youngster with sandy hair, the 
usual allotment of freckles and a 


' cheerful grin that won Van’s 


heart instantly. “You can start 
dusting the tables, Eddie,” he 
said, pleasantly, “and when Mr. 
Marvin comes in he will tell you 
about your regular duties.” 
“Yes, sir,” said the boy, briskly; 
“‘where’s the duster?” 

Mr. Marvin arrived in about 
half an hour, and called the lad 
into his office. Twenty minutes 
later Eddie was back at work, 
and, as Charlie Hanson ex- 
pressed it, “asking more ques- 
tions than a country lawyer.” 


Eddie Strikes Trouble 


Several days passed, then one 
morning Jim Daley, the delivery 
man, stormed back to the office, 
a grim, determined look on his 
usually smiling face. “Mr. Mar- 
vin,” he snapped, “the deliveries 
are all mixed up. I can’t make 
head or tail to them.” Mr. 
Marvin looked concerned. “Let’s 
see what it is all about, Jim,” 
he said, gravely. 

A short investigation revealed 


makes the acquaintance of 
a potential hardware man 
—Eddie Scanlon 


that Eddie was 
at fault. He had 
been told to put 
the wrapped-up 
merchandise in 
the delivery baskets, and had 
done so cheerfully. However, 
he had paid no attention to 
keeping the various orders sep- 
arated. Mr. Marvin called 
him over and explained the 
situation. Eddie was plainly 
embarrassed. “Nobody told me 
how to do it,” he said. “They 
just told me to put the orders in 
the baskets. “Anyhow,” he 


-added, manfully, “I ‘guess I 


should have known better.” Jim 
Daley’s grim look vanished. “It’s 
Okay, Kid,” he said. “We all 
make mistakes. We'll check ’em 
out, and I’ll show you how to 
handle ’em next time.” 


The Meeting Topie 


Meanwhile Jim was wonder- 
ing what topic to use at the com- 
ing store meeting, at which he 
was to preside. As he straight- 
ened out those mixed deliveries, 
and turned the problem over in 
his mind, all at once an idea 
struck him, and he _ grinned 
broadly. “I’ve got it,” he said 
to himself, “and I’ll bet it will 
give the Boss a jolt when I an- 
nounce it.” He was whistling as 
he drove off with his first load. 

When Friday evening arrived 
and the Marvin employees had 
assembled for the regular week- 
ly meeting, Jim arose with an air 
of seriousness and determina- 
tion. “I haven’t been a member 
of the Marvin organization as 
long as some of you have,” he 
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Meetings by LLEW S. SOULE 


said, “but I guess I’ve made my 
share of blunders. It took me 
three months just to get the hang 
of things on the delivery job. 
Now, I’m not kicking, but it 
seems to me we all start more 
or less blind when we take a job 
in this store. I know that I was 
given only a few general direc- 
tions the first day I took the 
truck out, and that was about all 
the instruction I ever got. I just 
had to work out my own prob- 
lem, and I certainly made a mess 
of it at times.” “Now,” 

he went 
Scanlon has started /] 
working here, and I 
want to say that Eddie is 

a good willing boy, who 
wants to do his work well. 
Just the same, yesterday he 
mixed up the delivery orders 
‘something fierce.’ I got 
sore and went to Mr. Marvin 
about it. Then we found out that 
Eddie had simply done what he 
had been told to do. You see, 
nobody had told him how to 
handle the job.” 

“T’m not blaming you fellows, 
either; you’re busy with your 
own work.” “In fact,” he stam- 
mered, “I—I’m_ not _ blaming 
anyone, but I do think there 
ought to be some system so that 
a new man in the store would 
get posted on his job. Eddie is 
part of the store force now. If 
he makes good, some day he'll 
be a salesman here and the soon- 
er he knows just what to do the 
sooner he’ll be an asset to the 
store. Now I’m going to ask 
Eddie just what instructions he 
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on, “Eddie 5 




















EDDIE SCANLON 


received when he started on the 
job.” 

Mr. Marvin, a severe look on 
his face, started to say some- 
thing, but stopped abruptly as 
Eddie stood up. “Why—er,” 
the boy stammered, “Mr. Marvin 
told me I was to be a sort of gen- 
eral helper around the store. He 
said I was to keep the shelves and 
table bins filled, and do whatever 
Mr. Hanson or Mr. Davis asked 
me to do. He said he wanted me 
to be pleasant to every one and 
to learn as much I could about 
the business. I guess that’s all,” 
he added, with an appealing 
glance at Mr. Marvin. “except 


Uf, 
thing you don’t under- 
f} Y stand, ask one of the 


that he told me if there was any- 
thing I didn’t understand, I was 
to ask one of the boys.” 

Mr. Marvin’s severe look 
softened as he glanced first at 
Eddie, then at Jim Daley. He 
smiled and finally laughed heart- 
ily, breaking the tension which 
had gripped the meeting. “Boys,” 
he said, “I’m guilty again, and 
might as well acknowledge it. 
It’s just another case of tradition 
and habit. When I first came 
into this store years ago, old Mr. 
Davis was manager. I remember 
he told me to get down at 7 o’clock 
in the morning and dust the 
stock. ‘If any one comes in and 
wants anything,” he said, ‘sell it 
to him. If he wants it charged, 
use a white sales slip; if it’s a 
cash sale, use a blue one.’ Then 
he said the same thing 
that I repeated to Ed- 
die: ‘If there’s any- 


boys.’ It was because 

I remembered my own 

early experience that I ac- 
cepted Charlie’s suggestion to 
start these store meetings, and 
I feel that they have helped 
us all. However, they are 
not sufficient for the newcomers.” 
“Come into my office tomor- 
row morning, Eddie,” he said, 
smiling at the somewhat be- 
wildered boy. “I will give you 
what information I can in regard 
to your regular duties. Then I 
will turn you over to Van who 
will show you where the stock is 
kept, and just how to handle it. 
“Next, I want Jim to show you 
how our deliveries are taken care 
of, and it would be a good plan 
for you to spend one whole day 
with him on the truck. Mean- 
while, Charlie will tell you how 
to assist in putting up orders— 
how to draw oil and turpentine; 
measure and weigh rope; cut re- 


quired lengths of screen cloth, 
(Continued on page 77) 
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How a Pennsylvania Hardware Store Conducts an Annual 


Range Demonstration Week 


25,000 population, the Leb- 

anon Hardware Co. has for 
several years held an annual 
range demonstration week, with 
the cooperation of the manufac- 
turer of the line it sells. Last 
year 750  per- 
sons visited the 
store during the 
demonstra- 
tion week, buy- 
ing twenty 
ranges, priced 
from $132.50 to 
$220.00. In ad- 
dition cabinet 
heaters, lino- 
leum, paints, 


r Lebanon, Pa., a town of 


varnishes, gen- 
eral hardware, 
etc., | approxi- 


mately a value 

of $4,600 were 

disposed of. 
Five hundred 


These _ photo- 
graphs show the 
regular floor 
display of 
ranges used by 


eee ee the Lebanon 
invitations were Marteere Gon 
mailed the week Lebanon, Pa. 


prior to the dem- 

onstration; local newspapers car- 
ried advertising and handbills 
were sent out. In addition to the 
ranges, the handbills illustrated 
other merchandise including a 
radio set, a washing machine, 
cabinet heaters and console gas 
ranges. 

During the demonstration 
period there were six coal ranges 
in the display window. In a dis- 
play space in the back of the 
store, measuring about 20 by 30 


50 


feet, fourteen coal ranges, four 
cabinet heaters, five coal and gas 
combination ranges, six gas 
ranges and four cabinet heaters 
were shown. Ranges, stoves and 
heaters were arranged in two 
semi-circles. Where the semi- 
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circles met, a range was con- 
nected for a demonstrator who 
baked small cakes and made cof- 
fee for visitors during the 
demonstration. The demonstrator 
is the wife of one of the mem- 
bers of the store staff. 


In addition to a connected 
range, the demonstrator had the 
use of a kitchen sink and a kit- 
chen cabinet, thus giving the 
proper kitchen atmosphere. 

The range was operated with 
a stove pipe having a three-foot 
section of paper pipe, directly 
above the range, to show that in- 
sufficient heat escaped to cause it 
to catch fire. The remainder of 
the flue was made of standard 
stove pipe. 


Cake Baked and Served 


One .of the features of the 
demonstration week was a five- 
layer cake baked in the range 
being demonstrated and _ later 
served to visitors to the store. 

In 1929 the same demonstra- 
tion period sold sixty ranges, 
while the 1930 
week disposed 
of forty - three 
ranges. In 1922 
one hundred and 
thirty-six ranges 
were sold by 
that method, to- 
taling over $20,- 
000. 
Ordinarily the 
company dis- 
plays four coal 
ranges, directly 
inside the front 
door. In the 
rear of the‘store 
four coal ranges, five combina- 
tion ranges, six gas ranges and 
four cabinet heaters are dis- 
played at the same time. 
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Step Out— 


Business Is Not Paralyzed; It Is 
Only Scared Stiff. 


By LLEW S. SOULE 


was stricken with paralysis. At first he tried 
desperately to move his muscles, but to no 
avail. Finally he stopped trying, and for over a year 
was bedridden. Then one day when he was alone in 
his home, a fire broke out. As the smoke poured into 
his room, he forgot everything but the desire to live. 

He forgot that he couldn’t move his legs, and in 
that moment of forgetfulness, he jumped from his 
bed and ran out of the house. He has been living 
normally ever since. There are some business para- 
lytics who might profit from his experience. 

There was a ballyhoo of overoptimism in 1930, 
unjustified by the facts. Naturally 1931 did not 
live up to expectations; it was bearing a burden 
which should have been borne a year before. Yet, 
because 1931 was a poor business year, thousands 
of merchants seem to have become confirmed pes- 
simists. To their minds, since the depression con- 
tinued throughout last year, it must continue for- 
ever. How foolish. We might as well think that 
because it rained yesterday, the sun will never shine 
again. 

We have never been-able to understand why, 
when the crash came, it was deemed necessary to 
treat intelligent American business men like chil- 
dren. Why it was considered wise to hide the facts 
and bolster up their hopes with misleading propa- 
ganda. We believe that business revival was held 
back a full year by the misguided policy of delud- 
ing business men into the belief that the depression 
was to be only a brief lull in an everlasting boom 
period. 

Through what has been termed a “conspiracy of 
optimism” thousands of manufacturers, wholesalers 
and retailers were induced to wait for better times, 
instead of immediately cleaning house and taking 
definite steps to put business on a sane basis. The 
net result was that when they finally learned the 
truth, many of them lost faith in their mentors, 
themselves and even in the fundamentals of business 
prosperity. 

Largely through the fault of others, they failed 
to look facts squarely in the face after the stock 
crash. Today many of them, of their own volition, 
fail to realize the facts. 

What are the facts? Here are a few of them: Our 
natural resources are as great as they ever were. 


My ea years ago a New York business man 
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We have the best secured and safest currency in the 
world. We have as many people with the same needs 
and desires as in the boom days. Our bugaboo of 
surplus stocks of manufactured goods has dwindled 
to a mere shadow. We have under way an intelli- 
gent national program to stabilize banks and liquefy 
assets. Deflation has in some cases gone beyond the 
natural goal. Business to a large extent has cleaned 
house. There are definite indications of improve- 
ment in various industries. All that is holding us 
Lack is fear, and fear vanishes in the light of knowl- 
edge. 

Let us consider the prospects from a hardware 
angle. A large majority of the items sold through 
hardware channels are of the necessity or con- 
venience type. This type of merchandise will be the 
first to feel the impetus of tangible recovery. For 
more than two years, consumers as a class have kept 
their old merchandise in service. A tremendous 
amount of such merchandise has practically reached 
the limit of usefulness. In the majority of cases it 
must and will be replaced in the spring. That in 
itself bespeaks decided increases in sales for those 
hardware merchants who take active advantage of 
the situation. 

Meanwhile too much stress has been placed on 
the reduction of buying power. Reductions in prices 
have to a considerable extent offset wage reductions. 
The majority of people are still able to buy the 
things they need, or think they require; they are 
still able to care for those who are not employed, 
hut who must continue to consume. 

Stocks of merchandise are appallingly low; so 
low that even a moderate increase in consumer buy- 
ing as spring appears, will cause shortages. This in 
turn will start factories, increase employment and 
augment buying power. With those increases, the 
wholesome circle of buying, selling and manufac- 
turing will be repeated again and again. 

We do not want to prophecy. We are fed up on 
“soothsaying.” We merely want to point out the 
facts and logical conclusions. Those facts indicate 
a trend toward a gradual but general business bet- 
terment; a betterment which can be augmented by 
preparation and steady constructive effort; a better- 
ment, however, which cannot be individually real- 
ized on a basis of stagnant pessimism and empty 
shelves. 
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Hardware Age Original Window Display Suggestions 


These windows arranged upon The Hardware Age Interchangeable Display Fixtures 
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“We Use Our Entire Line to Get Leads on 
Major Appliances.” Says Ekings 


LECTRIC appliances, and 
electric refrigerators in 
particular, added to the 
line of the Elderfield-Hartshorne 
Hardware Company, Niagara 
Falls, N. Y., has been one of the 
major profit-producers in a time 
when purchases in other lines be- 
gan dropping, and profits were 
on the toboggan. 

Although they had been han- 
dling these appliances in a hap- 
hazard sort of way, when they 
decided to push ac- 


tively the sale of The men who put over the electric refrigeration sales for the 
Elderfield-Hartshorne Hardware Co., Niagara Falls, N 
are, left to right: F. R. Young, Harley McMillin, J. C. Moore, and 
The window display below is by the 


electric _refrigera- 


tors three years ago John Ekings, sales manager. 


they opened the 
floodgates of profit 
from an entirely un- 
exploited source so 
far as they were 
concerned. So rapid 
has been the growth 
of business in this 
department that it 
contributes a very 
large portion of the 
yearly profits, and is 
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Niagara Falls, N. Y., hard- 
ware dealer has shown in- 


crease in refrigerator sales 
over those of 1930. . 


increasing in importance daily. 

Their experience is just an- 
other link in the long chain of 
evidence pointing to the fact that 
hardware dealers can _ profit 
greatly through the addition of 
an adequate line of electrical 
goods. 


Niagara firm. 





To John Ekings, sales man- 
ager of the appliance depart- 
ment, must go a large share of 
the credit for the fine showing. 
When he took charge of this de- 
partment the appliances were all 
kept in an adjacent building, and 
the door locked. When people 
asked to see an electric refrig- 
erator or stove, or a lighting fix- 
ture, it was necessary to take a 
key, open the store next door, 
find the article wanted and dust 
it off in order to 
show it to the pros- 


~Y. They —_pective buyer. 


Now, a sales force 
of three men in ad- 
dition to Mr. Ekings, 
who handles the 
commercial _ refrig- 
eration selling, is 
busy canvassing the 
city daily. They sell 
all appliances, and 
use entry for one ar- 
ticle to attempt the 
sale of their entire 


(Continued on page 76) 
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Nebraska Convention Has Large Attendance 


HE Nebraska Retail Hard- 
| ware convention convened 
promptly at 10 a. m., Tues- 
day, Feb. 2, with President John 
Kresl, Omaha, presiding. Sessions 
were held in the Omaha Audi- 
torium. After the opening of the 
meeting, the president gave a brief 
synopsis of the past year’s activi- 
ties, and the future outlook of the 
association’s plan for service, and 
expressed his appreciation of the 
cooperation extended during his 
administration. 

Secretary George H. Dietz then 
gave his yearly report. Member- 
ship lists, he advised, showed a de- 
creasing number affiliated with thc 
association, but in view of the 
adjustment necessitated by the 
last months, he believed that the 
646 actively affiliated members were 
stronger for the difficulties faced and 
that with their cooperation and sup- 
port the association would continue its 
steady progress. The work of the 
Trade Relation Committee, in its efforts 
to secure legislation to curb public 
utility merchandising, was reviewed in 
detail. Although the efforts of the or- 
ganization failed by a slight margin to 
secure the passage of House Roll No. 
347, we know, he said, that the time 
and effort expended secured some fa- 
vorable reaction, clarified the problem 
confronting members and laid the basis 
for future cooperative effort. The 
financial report disclosed that the asso- 
ciation finances were still on a safe 
foundation. 

Irwin E. Douglas, N. R. H. A repre- 
sentative, spoke on “1932 Models.” He 
stressed the necessity for modern and 
up-to-date equipment in store merchan- 
dising In comparison with the changes 
in autos, he believed that just as the 
auto of 1912 would stand little chance 
in competition with the fine models now 
shown, so the store with out-of-date 
equipment could not compare with the 
efficiently equipped store in attracting 
customer traffic. 

At the Wednesday morning session 
the following officers were elected: 
George D. Peck, Rushville, Neb., presi- 
dent; B. B. Barber, Homer, first vice- 
president; Charles Lehmkuhl, Wahoo, 
second vice-president; Victor Anderson, 
Havelock, and L. E. Nelson, Omaha, 
new members of the board of directors. 
* D. D. D. Boyd, Columbus, and L. W. 
Jennings, McCook, are holdover mem- 
bers of the board. President, first and 
second vice-presidents are also mem- 
bers of the board of directors. George 
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JOHN KRESL 
Retiring President 


H. Dietz was reelected secretary-treas- 
urer of the association. 

While the place of meeting for the 
1933 annual convention was not deter- 
mined, this question will be later de- 
cided by the board. 

After the election, R. H. Roberts, 
manager, Dealers’ Service Department, 
Hibbard, Spencer, Bartlett & Co., Chi- 
cago, addressed those in attendance. 
In a survey made by the Philadelphia 
Retail Ledger, the four primary prob- 
lems of the retailer, he said, were 
found to be: 1. More science in re- 
tailing. 2. Cost of distribution. 3. 
Better advertising. 4. Better education 
of sales people The solving of these 
four problems, he believed, would take 
care of most of the difficulties with 
which the retailer was beset. The 
hardware store, he maintained, needs 
to sell some of the popular merchan- 
dise, especially in the setup designed 
for such selling, and more than ever in 
an era when people are thinking price. 
They are thinking now, he said, in 
terms of wheat dollars, hog dollars, etc. 

The rapidly changing customer atti- 
tude to merchandise calls for constant 
readjustment of stock, Mr. Roberts 
pointed out. In four years, he said, 
27,000 items have been dropped from 
the stock of the firm he represented, 
but 17,000 other items had been added. 
Stock changes more rapidly now than 
formerly. It is difficult, he maintained, 
to get the hardware man to see this, 
for by nature he is conservative. He 
will more easily, however, add items 
than drop them. It is not what we 
want to sell, but what the customer 
wants to buy that ought to determine 
stock requirements. If the wholesaler 
and the retailer will cooperate, and cut 
the cost of operation, he saw a bright 
future for the hardware business. The 





GEO. H. DIETZ 


Secretary 


trouble we have been experiencing 
is not with the hardware business, 
but with the way it has been run. 
If wholesaler and retailer pro- 
grams are coordinated, and the re- 
adjustment indicated is effected, he 
saw no reason why the hardware 
business could not look forward 
to a bright future. 

Carl B. Dipman, editor of Good 
Hardware, spoke at the Thursday 
session. His subject was “Hitting 
on All Eight.” The eight impor- 
tant points of the business machine 
he listed were as follows: 1. The 
man himself-—the man in manage- 
ment. 2. Cost of operation. 3. 
Capital structure. 4. Merchandise. 
5. Personal problem. 6. The con- 
sumer. 7. Source of supply. 8. 
The store. 

John W. Gamble, Omaha, was as- 
signed to speak on “Reading the Road 
Signs.” When roads are good, he 
maintained, we forget to read the road 
signs as we go by. We figure that the 
going will continue to be good and 
that eventually we shall get to our des- 
tination without mishap. But in these 
times, when we must admit that the 
depression is bad, we must watch the 
signs as we go by. He then reviewed 
depressions for the past 100 years, 
and proved that depressions had for- 
merly been world-wide and severe and 
that we always had emerged from 
them into greater prosperity than be- 
fore. 


Friday, Feb. 5, 1932. 


A. E. Long, associate editor of the 
Hardware Trade Journal, opened the 
Friday session, speaking on “Three 
Sides of. the Hardware Business.” He 
believed that if the retailer, the jobber 
and the manufacturer could change po- 
sitions for a while, cooperation be- 
tween the three factors would be more 
easily secured. Concentration of pur- 
chases by retailer so his volume of busi- 
ness would mean something to the job- 
ber would secure better cooperation by 
jobbers in meeting competitive prices. 
It is not strange, he said, that a good 
many who go into the merchandising 
business fail. Anybody and _ every- 
body who so desires can go into the re- 
tail business, and some are _ neither 
fitted for it by measure of ability nor 
by inclination, he declared. 

C N. Wright, Scottsbluff, gave the 
summary address, speaking on “The 
Man Behind the Wheel.” Mr. Wright 
won his audience immediately with his 
forceful delivery and personal magnet- 
ism, and his address was a fitting cli- 
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max for what most concede was one of 
the best conventions the association 
has ever held. In times like these, he 
said, we get closer to our neighbors 
and we understand each other better. 
We sometimes say, business has brought 
on a depression. But the farmer, the 
banker, the hardware retailer, etc., all 
make up the sum total of the business 
of the United States. It is not a thing 
apart but something in which everyone 
in business forms an integral part. 
Big business, he said, is like a building 
on the ground, the steel beams are the 
managers, and the bricks are the 
stockholders. Management, of course, 
has an important part in building for 
the safety of the structure. The thing 
for us to do is to be builders, not de- 
stroyers. The man behind the wheel 
is an important fellow. It is not so 


much the kind of auto as the driver 
that determines our safety as we ride. 
We depend upon the man behind the 
wheel to get us to our destination. We 
talk about resources, he said, but re- 
sourcefulness has made us a leader in 
fields where apparently others had 
more resources. The man behind the 
business wheel is 75 per cent of the 
value of his estate. The goal of busi- 
ness, he said, is to make a legitimate 
profit. You can’t save until you have 
a profit. Business is an _ honorable 
calling and entitled to a profit. If we 
could eliminate from depression the 
first two letters and the “i,” and have 
merely “Press On” left, he believed our 
chance for progress would be better. 
We must be givers, not getters. If we 
press on, the aggressiveness of our 
youthful leaders, and the conservatism 





of our aged business managers will 
eventually get us out of the rut and out 
on the normal business road where we 
can go straight ahead. 

Attendance was extraordinarily good 
for a year when hardware retailers 
have faced more than the usual num- 
ber of problems and those in atten- 
dance were apparently there for busi- 
ness purposes. Delegates could be 
counted upon to be at the sessions. 

About 80 per cent of the exhibit 
space was sold, and this feature formed 
an important part in the success of the 
convention activities. The model store 
on the stage also increased interest in 
the exposition. The store was really a 
fine exhibit of a 1932 model store and 
retailers profited by the opportunity to 
“see” how their display problems were 
solved. 


Many Trade Problems Discussed by P.A.S. H. A. 


ITH good attendance, interest- 
ing sessions, and the usual 
high grade displays of hard- 


ware and allied products, the Pennsy]l- 
vania and Atlantic Seaboard Hardware 
Association held its 3lst Annual Con- 
vention and Exhibition at the Com- 
mercial Museum, Philadelphia, Feb. 8 
to 12 inclusive. 

The program followed the general 
theme of “The Road to Profit” and 
was enlivened by several short play- 
lets designed to illustrate graphically 
the subjects dealt with at the sessions. 
Meanwhile the entertainment features 
under the auspices of a committee 
headed by Harry D. Kaiser were of 
high order, including luncheons and 
card parties for the ladies, the annual 
“Pasha Frolic’ and the customary 
Grand Ball. Monday evening the ex- 
hibition was formally opened with ap- 
propriate ceremonies, and Tuesday was 
designated as “Ladies Day” at the 
show. 

The opening business session started 
with the address of President Wm. H. 
Blanning, entitled “The Road Ahead.” 
He said in part: “During the boom 
days we were spending three or four 
hours a day at our business and five 
or six hours at golf; this year if we 
are to succeed we must spend ten or 
twelve hours each day at our jobs. 
The nation’s business has survived two 
serious depressions—those of 1873 and 
1893. It will survive the present 
one and go forward to still greater 
wealth. Just as surely as this. country 
came out of the panic of ’73 to ac- 
cumulate a wealth of 70 billion dollars, 
and out of the panic of 93 to accu- 
mulate a wealth of 350 billions, so it 
will come out of the present depres- 
sion to a 500 billion wealth ten years 
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from now. In that time the successful 
hardware man will have to meet certain 
requirements: he must be a man who 
knows the hardwaie business, who pays 
his bills, and who so conducts his busi- 
ness as to be a credit to the hardware 
industry.” 

Then followed the report of Manag- 
ing Director W. Glenn Pearce, after 
which George E. Whitwell, vice-presi- 
dent, Philadelphia Electric Company, 
and chairman of the Pennsylvania Util- 
ities Merchandising Committee, ad- 
dressed the session on “Public Utility 
Merchandising Cooperation.” Mr. Whit- 
well began by saying that much of the 
controversy over the utilities merchan- 
dising subject was due to a lack of 
mutual understanding, and to the 
failure of the utilities to make known 
their aims and policies. He then out- 
lined the history of the gas and elec- 
tric industries, and followed with a 
detailed explanation of the merchan- 
dising principles adopted by the Penn- 
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sylvania utilities. He concluded by 


. asserting that aggressive merchandis- 


ing of gas and electric appliances 
would increase the profits of alert hard- 
ware dealers. In this connection, he 
said that while the utilities “are quite 
ready to lead the way in advertising, 
promoting and building a market, the 
individual dealer will profit in direct 
proportion to his own efforts.” 

The address was followed by a “skit” 
entitled “Let ’er Go,” showing the 
effectiveness of display in electrical ap- 
pliance selling. 

The Wednesday session opened with 
a lively question box session conducted 
by “Bob” Murray of Honesdale, Pa. 
Then followed a vigorous address by 
E. C. Leach, Div. Mgr., Firestone Tire 
& Rubber Co., Akron, Ohio, entitled 
“How to Meet Mail Order Competi- 
tion.” He accused various mail order 
houses of misleading advertising, and 
arraigned manufacturers who sell trade 
marked goods to independent dis- 
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tributors, and then sell the same or 
similar goods to mail order chains at 
prices which discriminate against the 
independent dealer. He outlined the 
plans used by his company in con- 
junction with independent tire dealers, 
and urged hardware dealers to put their 
support only behind those manufac. 
turers who support them. 

H. Elton Pease, Chicago, followed, 
and told the delegates that the hard- 
ware men who are making the most 
money in these times are not the ones 
who devote the most attention to buy- 
ing, but those who are putting high 
powered effort behind selling. He ad- 
vised the trade to advertise, even if 
merchants had to borrow the money 
to do it with. “Old customers,” he 
said, “are the gold of a business, and 
new customers are the silver.” 

A short address entitled “1932 
Models,” by George C. Hoy, Syracuse, 
N. Y., came next, followed by a “skit” 
entitled “Whizzing By,” which por- 
trayed vividly why some dealers suc- 
ceed while their competitors fail. 

The Thursday session started with 
an address by E. St. Elmo Lewis, en- 
titled “Reading the Road _ Signs.” 
“These are the times,” he said, “when 
the retail merchant must win the con- 
fidence of his customers. Unless he 
controls the confidence of a sufficient 
number of people in his community, 
he cannot make money during these 
times.” 

The closing address was delivered by 
Rivers Peterson, editor, Hardware Re- 
tailer, and was entitled “The Man Be- 
hind the Wheel.” The address sum- 
marized the program and placed em- 
phasis on what the merchant himself 
must do to follow “The Road _ to 
Profit.” 

Much of the discussion at this ses- 
sion dealt with treatment of old em- 
ployees. While the general opinion 
seemed to be that employees who had 
spent years of usefulness in a business 
should not be turned adrift, several 
divergent views were expressed as to 
how the problem should be met. W. 
McK. Reber, vice-president of the asso- 
ciation, advocated some form of insur- 
ance. Daniel Rinehart, past president, 
declared that those who had accumu 
lated valuable knowledge through years 
of service should not be sent away from 
it. His plan to put the old employees 
on part time, with freedom to come 
and go, but retained on the payroll as 
an employee. 

The final session on Friday was de- 
voted to a discussion and general ex- 
change of ideas from the floor, a short 
question box discussion, and the regu- 
lar routine business. In that session 
the following resolutions were adopted: 

1. Recommending that the Associa- 
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tion should speak its mind and insist 
that Federal and State policies be re- 
vised to bring expenses within income, 
just as business has been compelled 
to do. Also that the Association should 
voice its opposition to additional taxes. 

2. Recording the Association’s dis- 
approval of a Sales Tax. 

3. Asking that the scope of the Na- 
tional Bankruptcy Act be enlarged so 
as to bring relief to creditors and im- 
pose severe penalties on fraud. 

4. Indorsing the Trust Fund Act and 
recommending its enactment in Penn- 
sylvania; also recommending consider- 
ation for its presentation to legislatures 
of Delaware, New Jersey, Maryland 
and to the District of Columbia for 
similar enactment. 

5. Recommending that Association 
and individual members give serious 
study to the address of Geo. E. Whit- 
well on Utilities Merchandising; to 
contact the local utilities; cultivate a 





closer cooperation and friendly spirit 
with local utility authorities; to in- 
augurate an alert and aggressive sales 
policies for merchandising appliances. 

The following officers were elected 
for the ensuing year: 

President, W. McK. Reber, Blooms- 
burg, Pa.; lst vice-president, Frank P. 
Fifer, Philadelphia, Pa.; 2nd vice-presi- 
dent, Walter T. Massey, Dover, Del., 
and 3rd vice-president, H. W. Sheeler, 
Red Lion, Pa. 

Advisory Board, Wm. H. Blanning, 
Lykens, Pa.; H. S. Newcomer, Mount 
Joy, Pa.; Frank A. Hegner, Sewickley, 
Pa.; Geo. C. Brown, Punxsutawney, 
Pa.; Harry D. Kaiser, Philadelphia, 
Pa.; Robert J. Murray, Honesdale, 
Pa., and John A. Ditz, Clarion, Pa. 

Executive Board, James T. McCul- 
lough, Kittanning, Pa., C. H. Snyder, 
Asbury Park, N. J., and Ernest Johan- 
neson, Baltimore, Md. 





Attendance Inereases at 27th 
Annual 8. Dakota Convention 


HE twenty - sev- 

enth annual con- 

vention of the 
South Dakota Retail 
Hardware Association 
was held in the Sioux 
Falls Coliseum on Feb. 
2 to 4, inclusive. And 
right here a word 
about the Coliseum is 
in order. It was not 
the Coliseum of years 
gone by, but a remod- 
eled Coliseum that was 
a revelation to those 
members of the asso- 
ciation and the exhib- 
itors who had not seen 
it since the change 
was made. 

The attendance was somewhat in- 
creased over that of last year, and every 
session of the convention was fully up 
to the expectations of the” officials of 
the association, in the talks given and 
attention and interest of the members. 
The convention was planned on the 
automobile theme, with a “road map” 
for the program, and the addresses 
titled accordingly. “The Road to Profit” 
was the main theme. 

After the singing, the invocation was 
given by Rev. Fred Young, of the 
Sioux Falls First Baptist Church. The 
address of the president, R. Gaeckle, 
Madison, was based on “The Road 
Ahead,” and covered the prospects for 
better business in the coming year. 

The reports of the treasurer and the 
field man were given, and committee 
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announcements were made, after which 
a short intermission was allowed. 

The session theme was “Free Wheel- 
ing,” and the address of Harry John- 
son, Rapid City, vice-president of the 
association, was built along the lines 
of “1932 Models.” Mr. Johnson 
stressed the need of recognition of the 
fact that women are buyers of hard- 
ware items in a much larger propor- 
tion than is commonly supposed, and 
that they demand their source of sup- 
ply be far neater, better arranged, and 
with merchandise better displayed than 
the old fashioned hardware store. 

Thomas B. Howell, Richmond, Va., 
president of the National Retail Hard- 
ware Association, was introduced to 
the members, and gave a very inter- 
esting talk. His main address was 
given the following day. 
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A clever little skit, named “Let ’Er 
Go,” completed the program for the 
first session. This skit depicted the 
type of hardware store which is fast 
becoming obsolete, the ill-arranged un- 
attractive dusty catch-all, where men 
went when they had to buy hardware. 
The actors took their parts well and 
won the plaudits of their audience. In 
a very short time, with the curtain 
drawn, the scene had changed to the 
modern type of store, with neat fixtures. 
goods clean, price-tagged and well ar- 
ranged, and with modern lights throw- 
ing a glow of illumination over all. 
The effect was a convincing argument 
in favor of the new type store. 

The afternoon was given over to the 
exhibitors and their lines of merchan- 
dise, with the booths: well patronized. 

The session theme for Wednesday 
was “The Man Behind the Wheel,” and 
was opened by a half hour of open 
forum discussion, which was an_in- 
teresting event. Another act of the 
playlet of the first day, which was en- 
titled “Whizzing By,” depicted the new 
type of hardware store, with the pro- 
prietor and his salesmen deciding on 
further improvements. They are visited 
by another hardware man who has not 
yet seen the advisability of remodelling 
his store and who fianlly is convinced 
of the value of taking that step. 

Thomas B. Howell took for his sub- 


ject the theme for the day’s session, 


and brought out the importance of the 
hardware retailer being ever ready for 
progress in his store and for improve- 
ment in himself and his business 
methods. 

The address of Henry Leitschuh, 
Sleepy Eye, Minn., on “Refueling,” 
covered buying, merchandise selection 
and stock control. Mr. Leitschuh, with 
a thorough knowledge of his subject, 
held the complete attention and _in- 
terest of his audience. In a discussion 
which followed, he answered many in- 
quiries made from the floor. His talk 
rounded out one of the best sessions of 
the convention. 

Wednesday noon the entire body of 
visitors were entertained at the new 
building of the Larson Hardware Co., 
local wholesale hardware establish- 
ment. The visiting ladies were also 
entertained during the afternoon by this 
company. Members again devoted the 
afternoon to the exhibits in the Coli- 
seum. 

Thursday morning marked the final 
session of the convention and was 
started off with a thirty-minute open 
forum discussion. J. C. Mulvaney, 
Hitchcock, S. D., talked on “The Im- 
portance of Management,” and proved 
that his adopted vocation needs high 
grade management. Mr. Mulvaney 
studied law and passed the bar, but 
decided that hardware retailing holds 





more of interest to him. He is a highly 
interesting and entertaining speaker, 
and gave his hearers one of the treats 
of the convention. 

“Hitting On All Eight,” which had 
to do with sales planning, was covered 
by A. W. Cullen, editor and manager 
of Northwest Hardware Trade, Min- 
neapolis. Mr. Cullen gave a very in- 
teresting and instructive talk. 

Reports of committees followed a 
short open forum discussion. Election 
of officers for the year resulted in the 
following selections: President, Harry 
Johnson, Rapid City; vice-president, M. 
E. W. Christiansen, Irene; executive 
board, W. E. Kuhn, Belvidere; J. C. 
Mulvaney, Hitchcock; G. P. Sideons, 
Platte, and Frank Tesam, Milbank. 
Advisory board, S. E. Strobel, Canova; 
P. A. Young, Wessington, and R. 
Gaeckle, Madison. 

At the afternoon meeting of the ex- 
ecutive board, Charles H. Casey, Min- 
neapolis, was reappointed as manager 
and treasurer. 

Thursday afternoon the exhibits were 
again open for the association mem- 
bers, who availed themselves of the 
final opportunity to “say it with or- 
ders.” 

The climax of the convention was the 
“Hoop-te-do” dance and entertainment 
on Thursday evening. This was also 
held in the Coliseum. 


1250 Attend Miechigan’s 383th Convention 


ORE than 1250 members of the 

Michigan Retail Hardware 

Dealers Association finished 
their tour of “The Road to Prifit” con- 
fident that lessons learned at the 38th 
annual convention in Detroit which 
closed on Feb. 12 would furnish a bit of 
the much-needed business acceleration 
to carry their business out of the Valley 
of the Depression. Built around the 
idea of guiding members away from 
detours on the highway of better mer- 
chandising, the four sessions of conven- 
tion which opened Tuesday were de- 
voted to “Free Wheeling,” “Safety 
First,” “Step on the Gas,” and “The 
Man Behind the Wheel.” 

“Our intention in attempting to dra- 
matize the convention in this manner 
was undertaken with the purpose of 
bringing home more vividly to the re- 
tailer methods and plans whereby he 
can best meet changed conditions in 
the trade,” Waldo Bruske, association 
president declared. “There is no doubt 
but that many of us have found the 
detours rather rough in the past year, 
but I believe that we will be able to 
pull ourselves out of the mud holes if 
we only use the proper lever. That 
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lever is better merchandising methods, 
modernization of store layouts and a 
more comprehensive understanding of 
the psychology of sales.” , 

Typifying the association’s system of 
carrying its field services into the stores 
of members who request aid in meet- 
ing their merchandising problems, a 
model store, complete in every respect, 
featured the convention exhibit. 


C. H. SUTTON 


New President 





WALDO BRUSKE 


Retiring President 


Following introduction of past presi- 
dents at Tuesday’s opening session in 
the Hotel Statler, memorial services 
were held for Arthur J. Scott, for 29 
years, until his death last year, secre- 
tary of the association, cad for the 
late Lynn B. Gee, Whitehall. 

A call for closer cooperation between 
the retailer, jobber and wholesaler to 
eliminate the spread of costs to the 
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consumer, was issued by Mr. Bruske 
in his welcoming address. Appealing 
to members to avail themselves of the 
services of the organization in rebuild- 
ing their business machine for 1932, 
Mr. Bruske struck the keynote for the 
convention. 

Other speakers Tuesday were C. G. 
Gilbert, Oregon, IIl., past president of 
the Illinois association and a member 
of the national board; H. P. Sheets, 
Indianapolis, managing director of the 
national association, who declared that 
the policy of the national organization 
is closer cooperation with competitors, 
all working toward the common good. 

Speaking again Wednesday, Presi- 
dent Bruske opened the session on the 
theme of “Safety First.” He was fol- 
lowed by J. M. Williams, Beaver Dam, 
Ky.; L. A. Shelton, Portsmouth, Ohio; 
W. I. Wolfinger, Litchfield; L. A. Straf- 
fon, Croswell, and W. C. Judson, Big 
Rapids, all of whom outlined progres- 
sive and constructive sales plans and 
methods. 

Featuring Thursday morning’s busi- 
ness session was a two-act playlet, de- 
picting the old and new system of store 
maintenance and service, presented in 
line with the policy of dramatizing the 
lessons of improved business methods 
for improved sales. 

Speakers were D. W. Mitchell, Ash- 
tabula, Ohio, and Charles E. Bradley, 
Blue Mound, III. 

Thursday’s session closed with the 
election of a new president, vice-presi- 
dent and two new members of the 
executive committee. Succeeding Mr. 
Bruske as president, Charles H. Sut- 
ton, Howell, was advanced from the 
vice-presidency. William J. Dillion, 
Detroit, a member of the executive 
committee, was elected vice-president. 
Joseph L. Louisignau, Cheboygan, and 
W. C. Judson, Big Rapids, were elected 
to the executive committee. 

With Mr. Bruske’s retirement from 
active executive office, the makeup of 
the headquarters staff, in addition to 
the new president and vice-president, 
includes William Moore, Detroit, treas- 
urer; Harold W. Bervig, Lansing, sec- 
retary, and L. S. Swinehart, field secre- 
tary. 

Friday’s session formally closed the 
business meetings of the convention 
following the unanimous adoption of 
a resolution directing officers of the 
association to call upon officials of the 
national and State governments to im- 
mediately adopt a policy of economy 
in public expenditures, “to bring ex- 
penditures within income, just as busi- 
ness has been compelled to do.” An- 
other resolution pledged support to the 
Michigan beet sugar industry in its 
campaign to increase the use of beet 
sugar. Striking a blow at a persistent 
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campaign now being waged in Michi- 
gan for a sales tax, the convention put 
itself on record with a forceful rejection 
of the sales tax principle as revenue 
measure for either State or federal gov- 
ernment. 

Daily attendance at the business ses- 
sions averaged about 2000. The excess 
of nearly 500 over the association’s 
membership of 1543 being due to the 
large number of clerks and road sales- 
men who attended with their employers. 

Upstate and rural merchants gener- 
ally reported a better tone in business 
during the past several months, and 





the consensus of opinion seemed to be 
that the trade can expect a somewhat 
sharper increase in the coming spring 
months. 

Entertainment opened with a dance 
and reception Tuesday night and con- 
sisted of a daily round of activities, start- 
ing about noon and running into the 
evening. Theater parties, concerts and 
tours of points of interest were cli- 
maxed Thursday night in a banquet 
and grand ball in the Fountain Room 
of the Masonic Temple. 

The association chose Grand Rapids 
for the 1933 convention. 





Optimism Marks California’s 
sist Annual Convention 


OURAGE, optimism and a will- 
C ingness to face the facts on the 
part of dealers in attendance 
marked the sessions of the 31st annual 
convention of the California Retail 
Hardware and Implement Association 
which convened, for the first time since 
1927 in the State’s capital city, Sacra- 
mento, February 10, 11 and 12. The 
keynote of the meeting was sounded 
by President-elect J. A. Curnow of 
Grass Valley in his message when he 
said in part: “The year just past was 
to many a great disappointment and 
should remind us that we should be 
prepared to meet the economic con- 
ditions which are still here and possibly 
will be for some time to come. Never 
in our business career has the indepen- 
dent hardware and implement dealer 
had the opportunity to prove his place 
in the business world as at the present 
time. If we continue to give our prob- 
lems-personal attention plus unstinted 
service I feel that our efforts will be 
rewarded.” 
Nearly 200 delegates registered from 
all parts of northern California for the 
three-day session which was held in the 





J. A. CURNOW 
New President 


WILBUR W. GREEN 
Retiring President 


Hotel Senator. There was particular 
interest in this year’s convention be- 
cause of the appearance of E. B. Galla- 
her of Norwalk, Conn., noted business 
economist, on the program. George H. 
Eberhard of San Francisco, whose an- 
nual prognostications regarding busi- 
ness conditions for the coming year 
have been received with eager interest 
for many years, again addressed the 
dealers. 

Other speakers included A. E. God- 
dard, sales manager Thomson-Diggs 
Co., Sacramento; Edwin Bates of the 
Federal Department of Commerce; Ben 
F. Halliday, sales manager Dunham, 
Carrigan and Hayden Co., San Fran- 
cisco, and W. B. Allen, Palo Alto, past 
president of the National Retail Hard- 
ware Association. 

The opening session on Wednesday 
morning was called to order by Presi- 
dent Wilbur W. Green who presided 
throughout the convention. The day’s 
sessions included the reports of the 
officers and addresses by A. E. God- 
dard and Edwin Bates. Mr. Bates dis- 
cussed the work of the Federal Depart- 
ment as related to merchandising, and 
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Mr. Goddard delivered a very compre- 
hensive and well thought out talk on 
Store Modernization. 

The address of the second morning’s 
session was that of Ben F. Halliday 
who discussed the addition of new 
articles to the hardware man’s stock 
as a means of meeting the inroads of 
drug stores and others into the hard- 
ware field. The necessity of eliminat- 
ing slow moving items and using great 
care in adding new lines was stressed 
by the speaker. 

The address of George H. Eberhard 
delivered on Thursday afternoon was 
built around quotations taken from 
material presented by the speaker on 
the same subject, that of the business 
outlook for the coming year, at con- 
ventions of the California association 
for the past 22 years. Basically, there 
is nothing new, Mr. Eberhard said, 
pointing out that different factors enter 
into business problems from time to 
time making it necessary to change 
plans and methods for the time being. 
“Emphasis in merchandising today 
should be on price values, economy and 
savings, while at another time the ap- 
peal is for appearance, pleasure and 
luxury.” the speaker said. 

The highlight of the convention came 


on the morning of the last day when 
E. B. Gallaher, of the Clover Manu- 
facturing Co. and editor of the Clover 
Business Service, addressed the gather- 
ing on “Fundamental Requirements.” 
Mr. Gallaher told the dealers that 
business has a fundamental cycle of 
50 years, and that the present move- 
ment is in line with former movements. 
He expressed it as his belief that al- 
though there remains much liquidation 
yet to be done, there is every promise 
of gradually improving business con- 
ditions in the present picture. 

At another point in his talk Mr. 
Gallaher said: “Business is going to 
stabilize on a new and lower level. 
Good business following this will really 
be better than in many years, because 
it will be based on real, not watered, 
values.” Mr. Gallaher also advised the 
dealers to get themselves “a good job- 
ber,” stating that while there were 
many efficient jobbers, there were also 
some wholesalers in the country who 
were not measuring up to their responsi- 
bilities. 

The last address of the meeting was 
delivered on Friday afternoon by W. B. 
Allen, ex-president of the National Re- 
tail Hardware Association, who talked 
on “The Man Behind the Wheel.” 





Pointing out that the old order of buy- 
ing and doing business will never re- 
turn, Mr. Allen told the dealers that 
they must gear themselves to the new 
order, and meet the competition which 
has come to stay. He outlined the ad- 
vantages of membership in the National 
Association, telling how the man be- 
hind the wheel should utilize these 
services. 

The nominating committee brought 
in the following slate which was unani- 
mously carried: For president, J. A. 
Curnow; first vice-president, Harry 
Crowe; second vice-president, Angus 
W. MacKillop. It was moved and 
carried that San Francisco will be the 
scene of the 1933 convention. 

The social end of the program was 
upheld by a dinner dance given Thurs- 
day evening under the auspices of the 
Sacramento Valley Retail Hardware 
Dealers’ Association. With more than 
200 in attendance it was a very success- 
ful affair. 

On the whole, the 1932 convention 
may be rated an unusually successful 
one and Manager-Treasurer Le Roy 
Smith and the other officers responsible 
are to be commended in the highest 
terms for their efforts that resulted in 
such a satisfactory meeting. 


Wisconsin Convention Features Innovations 


ORE than one thousand 

members of the Wisconsir 

Retail Hardware Associa- 
tion attended the annual conven- 
tion of that organization, held in 
Milwaukee, Feb. 2 to 5 included. 
Exhibits were somewhat less nu- 
merous than in former years, al- 
though exhibitors expressed them- 
selves as being well satisfied with 
results. 

Instead of community singing, 
which had been the opening fea- 
ture of the convention sessions for 
the past twenty years, instrumental 
music was offered in Convention 
Hall up to the time when mem- 
bers were seated and ready for the 
business of the day. 

The opening business session 
had an open forum discussion on “Pub- 
lic Utility Competition and Coopera- 
tion” as the first event on the scheduled 
program. With E. W. Peterson, Flor- 
ence, Wis., conducting the discussion, 
both dealers and utility men stated their 
sides to the question. Comments were 
mild and the best of feeling prevailed. 
Several members voiced a few minor 
complaints regarding the trade prac- 
tices of power companies, but seemed 
well satisfied with the explanations of- 
fered by the utility group headed by O. 
A. Jasperson of the Milwaukee Light & 
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W. C. HUCHTHAUSEN 
Retiring President 


Power Co. Plans are under way in the 
State to stimulate sales of electric ap- 
pliances through the joint efforts of 
utilities and hardware dealers. 

Walter C. Huchthausen, in delivering 
the president’s annual address, dis- 
cussed “The Road Ahead” and urged 
that dealers devote closer attention to 
their businesses. He prescribed “hard 
work” as the best tonic for 1932 profits 
and implored members to use control 
figures in operating their establish- 
ments. He also urged planned selling 
through a definite program designed to 





EARL R. BUTTER 
New President 


increase sales. In concluding, he 
declared that “selling more” should 
be uppermost in the minds of 
merchants during the current 
year. 

Following the usual announce- 
ments, Vice-president Ear] R. But- 
ter, Milwaukee, offered for the 
consideration of the membership a 
new constitution and by-laws, fol- 
lowing out the plan for regulation 
and government of trade associa- 
tions, as adopted by the hardware 
Secretaries Conference last Octo- 
ber. The new constitution has 
been devised with the intention of 
standardizing the practices of the 
affliated bodies to the National 
Association to facilitate more ac- 
curate comparisons between the 

accomplishments of the groups when 
governed by the same rules of pro- 
cedure. Upon motion, it was ordered 
that action on the matter be deferred 
until next year. 

Owing to the time consumed by the 
discussion of the proposed new Con- 
stitution, the talk of C. C. Gilbert, Ore- 
gon, Ill., on the topic “1932 Models” 
was delivered in abbreviated form. De- 
spite time limitations, however, he ably 
described the set-up for the modern 
hardware store of 1932, designed to 
meet competition on its own grounds. 
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Mr. Gilbert also gave a very clear ex- 
planation of the “foot-week ratio” as 
applied to merchandising. Much inter- 
est was manifested in his address and 
all who heard it were much impressed 
by the able presentation of a wealth 
of interesting information. 

A new feature—a playlet presented 
by the Association staff was postponed 
until Thursday morning, and was well 
received. The use of modern equip- 
ment was constructed with that of the 
old fashioned type, showing sales made 
and cash rung up in the modern store, 
while failure was registered in every 
instance by the old fashioned merchant 
who knew little about his goods and 
who relied on obsolete methods and 
fixtures to sell his wares. 

A lively discussion of the subject 
“Your Hardest Competitor” was led 
by H. F. Krueger, Neenah, who dis- 
played a thorough understanding of 
this problem. Mr. Krueger directed at- 
tention to the fact that standard brands 
of merchandise are being exploited by 
mail order concerns and frequently sold 
direct to the consumer at prices identi- 
cal with those the merchant pays to his 
supplier. 

Other speakers following the open 
forum were: P. R. Jacobson, secretary, 
Iowa Retail Hardware Association, who 
talked about accounting; Harold W. 
Bervig, secretary, Michigan Retail 
Hardware Association, whose topic, “A 
Handy Road Map,” dealt with the need 
of control in every retail business; and 
Ernest Fabritz, Ottumwa, Iowa, whose 
long experience in the hardware busi- 
ness fully qualified him to talk on all 
forms of merchandise control and se- 
lection. 

Friday morning’s session was opened 
by H. M. Thomas, president, Iowa Re- 
tail Hardware Association, Creston, 
Iowa, an able merchant, who talked in- 
terestingly about sales promotion as he 
unfolded the thought of “Hitting on All 
Eight” as applied to the hardware store. 

At this junction a slight revision of 
the program brought Thomas B. 
Howell, president, N. R. H. A., Rich- 
mond, Va., on as the next speaker. His 
splendid presentation of “The Man Be- 
hind the Wheel,” so ably delivered at 
various other State conventions, evoked 
warm praise on every hand. This was 
followed by an analysis of how to study 
trade possibilities in a dealer’s territory 
by A. W. Baeder, Chicago sales mana- 
ger, Sherwin-Williams Co. Mr. Baeder 
drew from his practical experience to 
cite numerous examples of instances 
where this practice proved of inestima- 
ble value to dealers using the plan. 

Preceding the election came the read- 
ing of the resignation of Secretary- 
Treasurer, B. Christianson, who has 
served the association faithfully and ef- 
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ficiently for a period of twelve years; 
first as assistant secretary and later as 
secretary-treasurer. This came as quite 
a surprise to all present and little is as 
yet known of Mr. Christianson’s plans 
for the future, who is perhaps one of 
the best known men in the hardware 
secretarial field. 

The following were elected to the 
Board of Directors to serve for one 
year: Earl R. Butter, Milwaukee; 
Albert Schlatter, New Glarus; Theo. 
Suennen, Hudson; J. E. Garaghan, 
Whitehall; G. G. Jones, Racine, and 
H. A. Fuge, West Bend. The board 
then met and elected the following of- 
cers for the ensuing year: President, 
Earl R. Butter, Milwaukee; vice-presi- 
dent, Albert Schlatter, New Glarus. 
The office of secretary-treasurer was left 
open temporarily until the board had 
had the opportunity to consider the 
matter. 

As usual Wisconsin kept its members 
busy every minute. On Wednesday 
special movies were shown illustrating 
the manufacture of mazda lamps. This 





was followed by a very interesting film 
showing how sponges are gathered and 
prepared for the trade. 

On Thursday a remarkable film was 
shown by the American Steel and Wire 
Co., visualizing to dealers in a most ef- 
fective manner the manufacturing proc- 
esses used in turning out the various 
steel products that are staple items in 
every hardware store. 

Another innovation was the two-day 
school on salesmanship held on Tues- 
day and Wednesday evenings. This 
feature was conducted in Convention 
Hall by two very competent instructors, 
A. G. Heinmiller and Milton Faber, 
both ef Milwaukee. Instruction were 
given in the form of demonstrations 
which brought out the right and wrong 
way to handle varying situations and 
different types of patrons. 

It is safe to say that members who 
attended the convention returned to 
their homes with much of that type of 
information which will keep them off 
the detours and on the road to profits 
during the current year. 





More Than 700 Attended 34th 
Iowa Convention 





HOBART M. THOMAS 
Retiring President 


ITH a registration of more 

than 700, and with sales esti- 

mated to have exceeded those 
of the 1931 meeting, the Iowa Retail 
Hardware Association held its thirty- 
fourth annual convention in Des Moines 
Feb. 9 to 12, inclusive. 

Officers ofthe association were high- 
ly gratified with the attendance. Bet- 
ter merchandising was the keynote of 
the convention, and it was unanimously 
agreed that the merchant of 1932 must 
be better prepared, more aggressive and 
a better student of his business than 
ever before. 

Thomas B. Howell, Richmond, Va., 
president of the National Retail Hard- 


E. E. BRENNER 
New President 


PHILIP R. JACOBSON 
Secretary-Treasurer 


ware Association, voiced the general 
sentiment when he declared: “No long- 
er can a hardware dealer sit back se- 
cure in the knowledge that his shelve: 
hold a complete stock of standard item. 

“Twenty years ago his only worry 
was keeping his stock up as well or 
better than the other hardware man 
down the street. He had no need to 
experiment in the field of new and un- 
usual items. His customers didn’t ex- 
pect him to have them. The old list of 
staples was good enough. 

“Today the picture has changed. 
Where he had one competitor before, he 
now has a dozen or more. Department 
stores, chain stores, mail order houses 
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Special Grade of the Model 31 Rem- 
ington, side-ejection, repeating shot- 
gun. Selected imported walnut stock. 
Receiver decorated with hand engrav- 
ing and gold inlay. Price $250.00. 


YOU CAN MAKE 















LONG-PROFIT SALES, TOO 


When a man has a really fine gun it is usually one of his 
proudest possessions. It’s perfectly true that any stand- 
ard grade Remington will shoot as well, last as long, and 
operate as perfectly as the finest gun made. A suit of 
clothes, made by an ordinary tailor will wear as well as a 
suit made of the same material by a fine tailor—but there 
will always be a difference in the looks and a difference 
of $100 or more in the price. Lots of people are willing to 
pay the difference for the Icoks. And the same thing holds 
with guns. 

We don’t expect hardware dealers to stock Remington 
firearms in the special grades, but we believe that with a 
little effort you could sell many of them. When you know 


a customer can afford it, tell him he ought to have a Rem- 
ington made especially for him—a gun with the choicest 
imported walnut in stock and fore-end, with the receiver 
beautifully engraved by hand and inlaid with gold to picture 
any scene he may choose. 

We shall gladly supply you with complete information 
and prices about special grades. We make them in all 
models except the single shot .22 rifles. 

Many a sportsman will welcome your good offices in 
procuring one of these fine Remingtons. He’ll be grateful 
for the effort you make to get 
it for him, and you will be ef 
well compensated by the extra -“ PLA 2 £4, 


profit on the sale. President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1932 R. A. Co. 





The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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and even drug stores are all breaking 
into the field which formerly was ex- 
clusively his. 

“On top of this he has to contend 
with an entirely new type of customer. 
High pressure advertising and sales 
methods by manufacturers have creat- 
ed a public which is ever changing in 
its demands, and always is expecting to 
find some newly advertised item on his 
shelves.” 

To conquer , these obstacles, Mr. 
Howell said the retailer must be “a stu- 
dent of economics, a keen judge of the 
changing whims of customers and a 
close observer of commodity price 
trends.” 

The national president was one of 
the headliners on a program which oc- 
cupied the forenoons from Tuesday to 
Thursday, the afternoons being given 
over to the inspection of the large hard- 
ware show which occupied the main 
floor of the Coliseum. 

Hobart M. Thomas of Creston, presi- 
dent of the Iowa association, opened the 
convention Tuesday with his annual ad- 
dress. After reviewing the accomplish- 
ments of the past year and urging the 
dealers to press onward with renewed 
energy in 1932, he introduced Gov. Dan 
Turner of Iowa. 

The governor declared Iowa is the 


Vacuum Contact 
Toggle Switch 


Featuring sealed in vacuum con- 
tacts; uses Burgess vacuum contact 
actuated by usual toggle switch 
movement. Burgess Battery Co., 
Battery Div., Freeport, IIl., states 
that it is flameproof, free from dust 
and dirt, positive, low resistance, 
quick acting and corrosion proof. 
Brackets on rear face of switch plate 
hold vacuum contact. Throwing of 
handle to closed position actuate ex- 


ternal glass stem of contact, making or breaking circuit as 
Metal holder protects contact. 
ment of body or leads and np mechanical wear. Rated at 
8 amp., intermittently, 6 amp. continuously, 220 volts. 


desired. 





There is no move- 


leading potential producer of wealth in 
the United States, and called upon the 
hardware men to cooperate in lifting 
the State out of her present economic 
troubles. He prophesied that the time 
will come when “investors will look 
with pity on a bundle of stocks and 
bonds, and with satisfaction on Iowa 
farm mortgages.” 

Des Moines hardware dealers, hosts 
to the convention, presented a playlet 
entitled, “Let ’Er Go,” and E. B. Galla- 
her of Norwalk, Conn., talked on “1932 
Models.” 

Mr. Howell’s address featured the 
Wednesday morning session. 

F. E. Basler of Detroit discussed 
radio. He predicted the general use of 
television, but insisted that nobody can 
say what new developments may come. 
He declared that the radio business is 
reasonably permanent. “No scientific 
discovery as important to the world as 
radio can come into being and then pass 
on after nine years,” he said. “The 
radio industry will continue as one of 
the major industries, and a prosperous 
one, too.” 

Thursday’s speakers included, Paul 
M. Mulliken, Chicago; A. W. Baeder, 
Chicago, and Louis L. Hill, Postville, 
Towa. 

E. E. Brenner of Marshalltown was 





screws. 


sistance wire. 


Maker 


out of it to full extent of closet space. 
cold-rolled steel; handles, heavily nickeled, are roller bearing 
and operate easily on telescoping slide. 
Knape & Vogt Mfg. Co., Grand Rapids, Mich. 


Electric Immersion 
Type Water Heater 


Has heavy brass shell, 
chromium plated. Rodale 
Mfg. Co., Inc., Emaus, Pa., 
says that the element is 
made of a fine grade of re- 
Heater is of 
small size, with disc smaller 
than the palm of the hand, 
enabling its use in small bowls for heating water. 





elected president of the Iowa associa- 
tion at the business meeting Friday. He 
has been one of the active workers in 
the association for several years. 

George B. Healy of Dubuque was 
named vice-president, and it was an- 
nounced that Secretary Philip R. Ja- 
cobson of Mason City, secretary-treas- 
urer, had been given a three-year con- 
tract to continue in that office. 

Directors elected were: Ernest H. Fa- 
britz, Ottumwa; Louis L. Hill of Post- 
ville, Harry Vieth of Oakland, and J. 
A. Van Ness of Mason City. 

The complete model hardware store 
at the Coliseum attracted wide notice. 
Mrs. Gifford Tuttle of Chariton was in 
charge. Secretary Jacobson pointed 
out that the store portrayed the striking 
change in the character of the hard- 
ware store during the last 15 years. 

Entertainment was featured for both 
the dealers and the women’s auxiliary 
members. The annual vaudeville show 
was staged at the Savery Hotel Tues- 
day evening. The women held a lunch- 
eon at Younkers tearoom, Wednesday, 
as a part of their two-day meeting, and 
the annual banquet and ball was held 
Thursday evening in the Savery ball- 
room. 

Des Moines was chosen as the 1933 
convention city. 


Carriers are made of 


Complete with 











states makes and breaks are clean, free from dangerous arcs, 
without corrosion and that contact resistance is extraordinarily 
low. Switch especially applicable in places where there is 
fire or explosive hazard or in precise laboratory practice. 
List, $12. Dealer discount 25 per cent. 

K-V Clothing 

Carriers 

36 in. and 42 in. sizes. } 
First three sizes adjust- | 
able 4 in., while the other four are adjustable to 6 in. more 
than their size designation. Slight pull on carrier brings 


whole wardrobe out into the light and air of the room. Metal 
sleeve in rear of carrier permits extension rod to run in and 





Made in 12 in., 16 in., 
20 in., 24 in. 30 in., 
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Notifier 

Combines functions of 
electric clock, 24 hour 
alarm and for 
notifying owner of ex- 
piration of any period 
minute to 


clock, 


from one 
three hours, for remind- 
ing of appointments, etc. 
Catalog No. E-39. List 
$12.50. Chicago Flex- 
ible Shaft Co., 5600 
Roosevelt Rd., Chicago, 
Ill. 
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POSITIONS 
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ADJUSTS TO 
ANY RUG 


@ The Delco Vacumatic with Rotary Brush—for the 

many users who prefer the rotary brush type of 

cleaner. The sweeping action, combined with power- 

ful suction, makes this model an extremely thorough 

cleaner. Patented, self-cleaning brush is an exclusive 
feature with Delco. 

A 


N SDEL FOR EVERY PROSPECT 


THE DELCO VACUMATIC, WITH FINGER-TIP CONTROL, 
OFFERS A COMPLETE LINE—NEW STANDARDS 
OF PERFORMANCE, NEW LIGHT WEIGHT, NEW 
FEATURES THAT WILL BRING NEW PROFITS TO YOU 


Delco engineers “‘started something” with the Finger-Tip Con- 
trol Delco Vacumatic. Set a new pace in standards of efficiency. 
Produced a new kind of vacuum cleaner, as nearly automatic in 
action as humanly possible to make. A cleaner that all but runs 
itself. The kind modern homemakers have always wanted and 
never had before. 

Here is a cleaner you can demonstrate with pride. For it has 
more distinctive features—more revolutionary improvements 
—than any cleaner you’ve ever shown before. 

Finger-Tip Control and the exclusive Three-Position Lock 
eliminate stooping, lifting, foot manipulation. Aluminum con- 
struction combines extremely light weight with amazing strength. 


‘The extra long and specially designed nozzle makes it easy to 


reach under chairs and out-of-the-way places; adjusts itself auto- 
matically to different heights of rugs without any hand manipula- 
tion. The famous Delco motor insures dependable operation and 
maximum suction. The extra large wheels make operation virtu- 
ally effortless. The floating brush of the one model—the rotary 
brush of the other— gives every* woman the type of cleaner she 
prefers. And the Delco Hand-y Vacumatic completes the line. 

The Delco Vacumatic marks a new era in house cleaning 
methods for women; a new era in profit-making possibilities for 
you. Mail the coupon for detailed information on the Delco 
Selling Plan today. 


DELCO APPLIANCE CORPORATION, Rochester, N. Y. 


DELCO FANS made new sales records for distrib- 
utors and dealers last summer. The coming 
season should be even better. These fans offer 
new beauty, new quietness, new economy—new 


profit-making possibilities. Get ready now for a 





big summer season. Write teday for sales plan. 
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DELCO APPLIANCE CORPORATION, 


@ The Delco Vacumatic with Floating Brush—In this 
model the brush does not rotate, but is automatically 
adjusted to the height of pile, so that it cleans any type 
of rug or carpet with equal efficiency. Extra strong 
suction, because of smaller nozzle opening. This 


model also has self-cleaning brush. = __ 
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Dept. M-31, Rochester, N. Y. 
Please send me your Delco Sales Plan and complete information about the Delco line 
of Vacumatics and Fans. 
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ROCHESTER DEALERS 
HOLD DINNER SESSION 


The monthly dinner meeting 
of the Rochester Hardware Asso- 
ciation was held Feb. 10 at the 
Hotel Rochester, Rochester, 
N. Y., the principal speaker be- 
ing W. S. Dickson, western New 
York sales agent for the Henry 
L. Prentiss Co. Frank Pom- 
merening spoke on_ current 
events, while Martin Van Dus- 
sen, director, state association, 
talked on current market condi- 
tions. 


AUBUCHON BRANCH IN 
MARLBORO, MASS. 


The W. E. Aubuchon Co.. 
Fitchburg, Mass., hardware deal- 
ers, branch in 
Hunter’s Block, Main Street. 
Marlboro, Mass, Joseph Fitz- 
gerald, formerly employed in a 
hardware store in Marlboro, js 
manager of the new branch. 


have opened a 


ON ORGANIZING TRIP FOR 
MOTOR WHOLESALERS 


An extensive tour is being 
made by B. W. Ruark, general 
manager, Motor and Equipment 
Wholesalers Association, for pur- 
poses of basic organization work 
in connection with the various 
regional groups affiliated with the 
parent association. 

The basic organization work 
of the association is progressing 
at a rapid rate along regional 
lines, reports Mr. Ruark. The 
plan to organize these re- 
gional groups affiliated with the 
national association in all sec- 
tions of the country. 

An important move in this di- 
rection was made recently at Chi- 
cago, when the Great Lakes Au- 
tomotive Wholesalers Association 
was formed by wholesalers of 
Michigan, eastern Wisconsin, 
northern Illinois and northern 
Indiana. At this meeting F. H. 
Suter, Milwaukee, Wis., was 
elected president; W. H. Craigie. 
Chicago, vice-president, and A. 
V. Hall, Grand Rapids, Mich., 
secretary-treasurer. Directors, in 
addition to the officers, also 
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elected at this gathering, were 
W. L. Niekamp, Terre Haute, 
Ind., and C, H. Shaw, Joliet, Ill. 





STODDARD, PRESIDENT 
GREENFIELD TAP & DIE 

At a recent board meeting 
Charles N. Stoddard was elected 
president and general manager 


of the Greenfield Tap & Die 





CHAS. N. STODDARD 


Corp., Greenfield, Mass. He sue- 
ceeded Francis G. Echols, who 
retired, after having been con- 
nected with the small tool busi- 
ness for over forty years. 

Mr. Stoddard, a Greenfield at- 
torney, is a director of several 
New England financial and in- 
dustrial corporations, but will de- 
vote his time and attention to the 
duties of his new office. He has 
served as general counsel and as 
a director of the Greenfield Tap 
& Die Corp. since its inception, 
and was its vice-president for a 
year prior to being elected pres- 
ident and general manager. He 
has had a long and varied expe- 
rience in the financial and indus- 
trial world, as well as in the 
legal profession. 





ROBERTS HARDWARE CO. 
HAS ANNUAL MEETING 


Roberts Hardware Co., Inc., 
Utica, N. Y., recently held its 
annual meeting. Officers are: 
President, William H. Roberts: 
vice-presidents, Sherrill Sherman 
and Harry W. Roberts; treas- 
urer, George E. Agen; assistant 
treasurer, Miles T. Hutchinson, 





and secretary, A. P. Simmons. 
Directors are W. H. Roberts, Mr. 
Sherman, Mr. Hutchinson and W. 
P. S. Doolittle. 





GHRISKEY’S SONS TO 
DISTRIBUTE YALE LINE 


Charles M. Ghriskey’s Sons, 
504 Commerce Street, Philadel- 
phia, Pa., have completed ar- 
rangements with the Yale & 
Towne Mfg. Co., Stamford. 
Conn., to distribute the Yale line 
of builders’ hardware in Phila- 
delphia and adjacent territory. 
The new arrangement makes 
Ghriskey’s Sons exclusive Yale 
representatives in that territory, 
with the exception of jobbers’ 
hardware items, namely, padlocks 
and night latches. 

J. Wesley Ruttle and Charles 
M. Lewis, who have devoted their 
efforts to Yale & Towne distribu- 
tion in Philadelphia during the 
past two decades, have joined 
Ghriskey’s organization together 
with their assistants, R. T. Burke 
and Miss E. B. Brooks. John 
Regnery continues his work with 
the wholesale firm. 





ALLSBROOK-SPIERS, INC., 
OPEN IN RALEIGH, N. C. 


Allsbrook-Spiers, Inc., opened 
a new hardware business at 118 
East Martin Street, Raleigh, 
iN. C. N. B. Allsbrook and 
Henry R. Spiers, the owners of 
the new business, were formerly 
with The Bragg Hardware Co., 
Inc., Raleigh. Mr. Allsbrook had 
been with the Bragg organiza- 
tion for the past year as vice- 
president, while Mr. Spiers had 
been bookkeeper and office man- 
ager for the past ten years. 


CITIZENS HARDWARE IS 
DAMAGED BY FLAMES 


Fire of unknown origin dam- 
aged some of the stock of the 
Citizens’ Hardware Co., Welch, 
W. Va., recently. 





BUTLER HARDWARE CO. 
RETIRES FROM BUSINESS 


Butler Hardware Co., Croton 
Avenuc, Ossining, N. Y., is re- 
tiring from business. 


R. F. TOWNLEY, PRES., 
TOWNLEY METAL & HDW. 


E. T. Hubbell has retired as 
president, Townley Metal & 
Hardware Co., Kansas City, Mo., 
and has been succeeded by Rich- 
‘ard F. Townley. Mr. Hubbell, 





R. F. TOWNLEY 


who has been associated with the 
organization for many years, re- 
tains his financial interest in the 
company. Mr. Townley is a half 
brother of the late John M. 
Townley, a former president of 
the National Hardware Associa- 
tion. 

Erb Kreider, formerly general 
sales manager, and Webster 
Withers Townley, son of John M. 
Townley, are vice-presidents of 
the company. W. M. Ferguson, 
treasurer, and George Garland, 
secretary, were reelected to their 
respective offices. 


BABSON RETURNS TO 
U. S. CARTRIDGE CO. 


Clifford R. Babson has 
signed as vice-president and di- 
rector of sales for the Winchester 
Repeating Arms Co., New Haven, ° 
Conn., to rejoin the U. S. Cart- 
ridge Co., of which he was for- 
merly general sales manager. 

Mr. Babson’s new work for the 
time being will be in the head- 
quarters office of the U. S. Cart- 
ridge Co., 111 Broadway, New 
York City, and his duties will 
take him into the field, where he 
will work with affiliated branches 
and distributors. 


re- 
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You know 


“TO THE INCH” 


what is left in 
every roll... 


The one hundred feet of Gold 
Strand Measuring Tape, marked 
in feet and inches, rolled with 
the cloth tells the tale. You use 
it to measure the cloth sold, cut 
it with the cloth, then use it again 
to tie up the package. At inven- 
tory time all you do is to read 
off the exposed tape ends and 
write down accurate figures. Gold 
Strand Insect Screen Cloth is 
woven perfectly from full-gauged wire that conforms to the United 
States Bureau of Standards, and is properly cartoned for shipping. 





Patent applied for. 


American Wire Fabrics Corporation, 
Subsidiary of Wickwire Spencer Steel Co., 
41 East 42nd St., New York City; Buffalo, 
Chicago, Tulsa, Worcester; Pacific Coast 
Headquarters: San Francisco; Branches and 
Warehouses: Los Angeles, Portland, Seattle; 
Export Sales Department: New York City. 













For the HARDWARE TRADE 
Clinton Hex Mesh Poultry Netting—Clinton Straight- 


Ask ycur jobber's 
salesman fora 


line Poultry Netting—Clinton Hardware Cloth— pipet agin ‘ 

: ? : pply of these 
Perfection Door Springs —Wissco Clothes Lines— business-getting 
Nails and Brads—Insect Screen Cloth little books. He 


G 


will gladly give 


OLD. 
STRAND 


with the GOLD STRAND measuring tape 


Black Painted American Bronze American 
American Galvanoid _(in bright or dark finish) Hard Copper 
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T. M. SIMPSON JOINS 
STAFF OF M. E. M. A. 


Thomas M. Simpson, secretary, 


credit manager and _ assistant 
legal counsel with the Conti- 
nental Motors Corp., Detroit, 


Mich., for the past 15% years, 
has joined the staff of the Motor 
and Equipment Manufacturers 
Association as manager of the 
Detroit office. 

As a credit executive with a 
prominent automotive manufac- 
turer he has been particularly 
active in the credit activities of 
the association, through his work 
on grading committees, special 
committees, and as a_ regular 
member of M, E. M. A. Credit 
Groups. Mr. Simpson has served 
as president of the Detroit Credit 
Men’s Association and as a vice- 
president of the Michigan Manu- 
facturers Association. In addi- 
tion he has served as president 
of the Muskegon (Mich.) Cham- 
ber of Commerce for three years 
and as president of the Muske- 
gon Employers Association for a 
similar period. He also has been 
a member of the Michigan Re- 
publican State Central Commit- 
tee. 


NATIONAL BASEBALL 
WEEK, APRIL 2-9 


Signalizing the opening of the 
amateur playing season, National 
Baseball Week will be observed 
this year from April 2 to 9. 

National Baseball Week is a 
period set aside by manufactur- 
ers and distributors of baseball 
equipment to focus public atten- 
tion upon the distinctively Amer- 
ican character of baseball as the 
national game and to stimulate 
early interest in baseball among 
boys. Emphasis will be placed 
this year upon the organization 
of amateur and semi-pro_base- 
ball teams and leagues as a prof- 
itable source of business for 
dealers handling sporting goods. 

One of the principal features 
of the week will be a window 
display contest, open to every 
dealer handling a line of base- 
ball supplies, in which cash 
prizes will be awarded for the 
best displays of baseball goods. 
Details may be obtained from 
The Sporting Goods Dealer, a 
trade publication, St. Louis, Mo., 
which is sponsoring the contest. 


SOUTHERN JOBBERS TO 
MEET UNDER NEW PLAN 


Announcement has been made 
that the forty-second annual con- 
vention of the Southern Hard- 
ware Jobbers Association, which 
will be held at the Edgewater 
Gulf Hotel, Edgewater Park, 
Miss., during the week of April 
17, will take the form of a con- 
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ference. At the coming meeting 
the hardware jobbers of the four- 
teen southern states have been 
invited to participate, regardless 
of association affiliations. 


SEGAL, NORWALK LOCK 
OFFICES TO LOCATE IN 
S. NORWALK, CONN. 


On and after March 1 the ex- 
ecutive, sales and accounting of- 
fices of the lock and hardware 
division of the Segal Lock & 
Hardware Co., Inc., and the Nor- 
walk Lock Co. plant, will be Jo- 
cated at South Norwalk, Conn. 

All the hardware manufactur- 
ing of both organizations has 
now been consolidated in the 
Norwalk Lock Co. plant, where 
increased facilities have been 
provided to give greater ef- 
ficiency and more prompt service. 





JOHN PEOBLE READY TO 
RESUME WORK 


Last spring John L. Peoble 
decided he would take a long and 
well earned rest. He resigned 
as a sales representative of the 
American Steel & Wire Co., with 





JOHN PEOBLE 


whom he had been associated for 
thirty years. One of the real 
hardware veterans, his _retire- 
ment was appropriately observed 
by associates, who presented him 
with a wrist watch. For two or 
three months he traveled in Eng- 
land, Scotland, France and Hol- 
land, then returned to his home 
at the New York Athletic Club, 
180 West Fifty-ninth Street, New 
York City. Last week, claiming 
a record of having read half of 
the club library’s 12,000 volumes, 
John changed his mind about ab- 
solute retirement, and_ believes 
he will again enter the hardware 
business. He is seeking a job 
that is active, but not too stren- 
uous. 

fn the thirty year period Mr. 
Peoble covered practically every 
state along the Atlantic seacoast, 





working out of the company’s 
New York City office at 30 
Church Street. He sold nails, 
barb wire, fence, etc., to whole- 
salers and retailers in all parts 
of that territory. 

Well known at trade conven- 
tions and other trade events, Mr. 
Peoble is a charter member of 
the Nutmeggers. 





RECOMMENDATION ON 
FORGED TOOLS NOW 
IN PRINTED FORM 


The revised simplified practice 
recommendation R17-3l, forged 
tools, is now available in printed 
form, according to an announce- 
ment by the division of simplified 
practice of the Bureau of Stand- 
ards, Several items have been in- 
cluded in the revised recom- 
mendation so as to meet railroad 
requirements and other consumer 
demands. The tool-eye number 
has been incorporated in the list 
and is indicated opposite each 
item where it is part of the tovl 
in question. In addition, a 
schedule of standard lengths has 
been included, where applicable. 

The variety of forged tool 
items has been reduced from 665 
to 431, and eye sizes from 120 to 
10. Copies of the illustrated 
book can be obtained from the 
Superintendent of Documents, 
Government Printing Office, 
Washington, D. C., for 15 cents 
each. 


NEBRASKA ASSOCIATION 
DROPS FIELD DEPT. 


The Nebraska Retail Hardware 
Association, at the final session 
of its recent convention in 
Omaha, Neb., voted to discon- 
tinue its field organization until 
economic conditions improve. The 
action was prompted by declin- 
ing membership, it was stated. 





PARSONS RESIGNS FROM 
MASTER RULE MFG. CO. 


Jordan B. Parsons recently re- 
signed as sales manager for Mas- 
ter Rule Mfg. Co., Inc., New 
York City. 

BABCOCK HARDWARE IN 
NEW LOCATION 


Babcock Hardware, Anoka, 
Minn., has moved to new quar- 
ters, three doors west of its for- 
mer location. The organization’s 
tin shop is now located above the 
store. 


W. H. DEES, PRESIDENT, 
CANVAS PRODUCTS CO. 


W. H. Dees, formerly sales 
manager of the Canvas Products 
Co., St. Louis, Mo., has suc- 
ceeded the late Adolph E. Meyer 
as president. 





OBITUARY 


F. W. WARNER 

Frederic W. Warner, 66, died 
Feb. 14 on Dunedin Isle, Fla., at 
his home, after a short illness. 
As a young man he was in the 
retail hardware business in Mc- 
Pherson, Kan., later joining the 
John Deere Plow Co., Kansas 
City, Mo., of which he was sales 
manager, when he resigned in 
1904 to start a wholesale imple- 
ment and vehicle business at 
Dallas, Tex. In 1911 he went to 
Chicago as manager of the local 
Buick branch and in 1914 went 
to Pontiac, Mich. as general 
sales manager and assistant gen- 
eral manager of Oakland Motor 
Co. A few years later he was 
elected president of that com- 
pany, and took his place on the 
board of the General Motors 
Corp. 


G. JOHN MORGAN 
G. John Morgan, 50, Throop, 





Pa., a partner in the Throop 
Hardware Co., in that town, died 
recently, following an illness of 
three weeks. He had been a 
partner in the hardware store 
since 1923. 


W. J. BILLINGS 


William J. Billings, 64, Pitts- 
burgh, Pa., hardware dealer, died 
Feb. 11. Mr. Billings had been 
in the plumbing business for 
years, having entered the hard- 
ware field several years ago. He 
was the oldest director of the 
North Side Chamber of Com- 


merce. 


ADOLPH E. MEYER 


Adolph E. Meyer, 53, for many 
years president of the Canvas 
Products Co., St. Louis, Mo., and 
its predecessor, the Textile Prod- 
ucts Co., died recently. He was 
also vice-president of the Wall 
Investment Co., St. Louis. 


b= 


WILLARD W. LOW 


Willard Wainwright Low, 75, 
who was for many years presi- 
dent of the Electric Appliance 
Co., Chicago, IIll., died recently 
in Paris, France, where he had 
resided recently. He was first en- 
gaged in the carriage manufac- 
turing business, establishing his 
electric firm in 1890. He was 
one of the four men who called 
upon Commissioner Webster in 
1914 and started the organiza- 
tion of the old National Associa- 
tion of Automobile Accessory 
Jobbers. 
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HOW THOSE DOLLARS ARE 
“DROPPING IN” 


““DROP IN” as a Hit! 


‘(DROP IN’”’ is the Spring activity to 
sell Edison MAZDA lamps. . . and it 
is certainly doing just that. Reports 
of increased sales at a profit are 
coming in.from every type of store. 
They all say it is a sure-fire-seller... 
If the ““DROP IN?’’ plan isn’t work- 
ing for you, you are missing a heap 
of lamp sales, for February proved 
that the ““DROP IN”’ plan rings 


the bell for every one who uses it. 





Two more big’°- DROP IN” months 


Put ‘DROP IN” to work for you in March and April. It’s as easy to use 
as rolling off a log. Every step of the way is charted clearly. Every step is 
simple, natural, sound and logical. No big advertising expense. ‘‘DROP 
IN”’ is just a sane, business getting plan... geared to sell and sell right now. 


Get the DOPE on “DROP IN” 


Your regular Edison MAZDA lamp distributor has the entire plan 
ready for you. He will give you all the details, show you how it will 
make profits for you. Write, telephone or DROP IN on him and 
learn about this new profit making activity . . . then watch the dollars 
“DROP-IN”. General Electric Company, Nela Park, Cleveland, Ohio. 








EDISON MAZDA LAMPS 
GENERAL ELECTRIC 
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A NEW WEEKLY 
FEATURE! 





ow’s the Hardware Business? 


by STEWART JAMES 


A trade digest of 
conditions affecting 
distribution of hard- 
ware and allied mer- 
chandise, gathered 
from trade areas of the 
entire country and pre- 
sented as a weekly fea- 
ture of Hardware Age. 
Mr. James will inter- 
pret for hardware men, 
such basic factors as, 
crop outlook, freight 
car loadings, circula- 
tion of money, build- 
ing progress, employ- 
ment, etc. He will also 
deal with specific price 
trends, demand for 
merchandise, shortages 
and future outlook as 
reflected by this study 
of the national hard- 
ware market situation. 











Feb. 23, 1932 


Better News and Feeling 


HE hunger of the American peo- 

ple for good news, and _ their 

quick response to signs of im- 
provement, have been strikingly shown 
since the nation-wide headlines ap- 
peared on Feb. 11. While the stock 
market is not always a safe barometer 
of impending events, it is a thermome- 
ter which speedily registers changes in 
public feeling, and this time it was not 
alone in recording a new note of hope 
and cheer. When the country awoke 
to the united fight being waged by the 
best brains in American banking and 
government, regardless of party, against 
the common foe of credit stringency, 
it expressed its satisfaction most vigor- 
ously. A new and better sentiment im- 
mediately appeared in the press, in the 
common talk of man to man, and in 
the pronouncements and actions of 
financial and industrial leaders. 


Extending Federal Reserve 


Opinion is, of course, not unanimous 
in supporting the new Glass-Steagall 
measures for the easing of credit, and 
it is well that no runaway of inflation 
is desired, and that no extremes in 
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administering the plan will probably 
be allowed to commence or continue. 
Increasingly liberal borrowing provi- 
sions do not mean that American bank- 
ers have lost their conservatism, in 
spite of the widest latitude given to 
the Federal Reserve banks. There is 
no one who supports the recent legis- 
lation, except to broaden the market 
for government bonds, and by increas- 
ing the supply of free gold to widen 
the nation’s credit base. 

Certainly, the new effort is a “noble 
experiment,” well worth supporting 
when it is known that without some 
prompt relief a multitude of business 
firms could not safely weather another 
year of tightening credits, and even 
the more fortunate multitude could only 
scrape through with serious and crip- 
pling losses. 


Other Stimulating Factors 


A mid-western analyst and writer 
reminds us that the influence of other 
hopeful factors is becoming manifest, 
all directly related to business activity 
and all doing their share to stimulate 
sentiment today. The first is the anti- 
hoarding campaign, which is already 
gathering national scope and can hardly 
fail to aid retail buying over the coun- 
try at the same time that it reaches its 
primary object of increasing bank 
credit. ' 

The second is the low level reached 
by stocks and securities, a level from 
which recovery was easier than further 
decline and from which any gain must 
add greatly to the buying power of the 
public. 

The third factor is the pént-up buy- 
ing which is gradually being released 
by the steady decline in prices. At 
the first hint that recession has reached 
its end, there must be a response. The 
Ford announcement of “value to match 
the public’s pocketbook, regardless of 
cost and profit,” will be an important 
factor in the opening up of buying 
and should be a considerable help to 
the steel industry. 

The fourth is the readjustment of 
wages, which has been largely accom- 
plished and which should promptly re- 
duce production costs if manufacturers 
do their own part in deflation. 


Reduce Building Wage 


Following the unsuccessful effort in 
the New York area for concerted and 
voluntary reduction in the hourly 
rates of pay of*union building crafts- 
men, the acceptance of a 20 per cent 
reduction by the 125,000 members of 
the Chicago district building trades 
seems a self-evident gain for the. work- 
ers themselves as well as for the entire 
community. 

The Chicago wage scale, which would 
otherwise have continued in force until 
May, 1934, was among the highest in 
the country and showed complete dis- 
regard of economic necessities.. The 
discrepancy between general commodity 
prices and wage rates in the building 
industry has been so striking that few 
were willing to undertake construction 
enterprises. 

For more than a year the union scale 
has been largely disregarded on such 
small building as has been done. Actual 
wage rates were accepted sometimes as 
low as half the official scale, and with 
the tacit approval of union officials. 
Since such adjustments have seldom 
been possible on large-scale projects, 
the majority of the building tradesmen 
have had little employment. 

Even after the reduction now ac- 
cepted, the wage scales are generous, 
but the unions have made a fine gesture 
in the hope of renewing building ac- 
tivity. The contractors could help by 
scaling down their charges sufficiently 
to make construction attractive to pros- 
pective builders. Prices of building 
material have been reduced from 10 
to 40 per cent in the last two years. 

The unsatisfied demand for inexpen- 
sive houses, provided they could be 
financed, is enormous. If President 
Hoover’s project for financing home 
building comes to fruition and money 
is made available for conservative 
projects, cooperating building crafts- 
men in any district may hope for more 
employment this year. 


Trend in Steel Prices 


An important step toward: rallying 
weak steel prices has been taken by 
manufacturers of sheets and_ strips. 
Announcements by a few eastern mills 

(Continued on page 70) 
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REVOLUTIONIZED 


Rose Bush 
Merchandising 


The Patented Seal Kraft Process 
which preserves the life moisture in 
rose bushes has transformed your 
job of marketing rose bushes from 
one of doubtful profit to one of 
assured success. 

The announcement of this revolu- 
tionary process by radio to consum- 
ers is creating consumer demand. 
Prepare now for this demand by 
asking us about a dealer franchise 
in your territory. 


YOUR SEAL 
of PROTECTION 


















“IT’S COATED” 
The Seal Kraft Process is the 
means by which the precious life 
moisture of the rose bush is 
sealed within the plant by a wax- 
like preparation until natural 
functions have been re-estab- 
lished by placing the plant in the 
soil. It guarantees a healthy 
stock of rose bushes for your 
counters. 


C. E. WILSON & CO., Inc. 


Manchester, Conn. 

















ATTENTION 


JOBBERS AND DEALERS 
MAKE A CLEAN SWEEP 
IN 1932 


with 


Y 
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KLEEN SWEE 


ZENOS >» FO SAEw 





The ONLY metal LAWN RAKES 
having teeth only 14” apart 


Made in 3 sizes 


No. 41 (Standard size) head 18” wide, 32 teeth 
No. 42 (Hedge size) head 6” wide, 11] teeth 
No. 45 (Large size) head 24” wide, 38 teeth 


The rapid resale on KLEEN SWEEPS will 
help you make new friends . . . and keep them. 


If your jobber does not carry KLEEN 
SWEEPS, please write to us sending his name. 


RUGG MFG. CO. 
GREENFIELD, MASS. 


Nearly a Century Making Quality Rakes 
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name minimum prices from $2 to $4 2 
ton above those recently in effect on 
sheets, and it is thought that western 
mills will probably announce the higher 
prices for the second quarter. 

No further downward revisions of im- 
portance on steel products occurred 
during early February, but pig iron 
declined 50c. a ton at Pittsburgh and 
steel scrap was lower in the Chicago 
district and in eastern Pennsylvania. 
Bars, plates and shapes are firmer, in 
line with sheets. 


Other Commodity Trends 


Copper prices on Feb. 13 reflected 
the better feeling displayed by com- 
modity and security markets, and smel- 
ters raised the domestic price to 614c. 
from its previous week’s “low” of 6c. 

A price recovery of moderate nature, 
with broadened inquiry, was noted also 
on cotton. The demand from the Far 
East is expected to be greater this 
year than last by about a million bales. 
It is believed that there will be little 
or no cotton crop in China this season, 
and that the India crop will be only 
half as great as last year and of poor 
quality. 

Houston, Tex., reports that far east- 
ern countries, principally Japan and 
China, took 688,754 bales of cotton 
from that port through Jan. 31 of the 
present season. This is 392,487 bales 
more than shipments to the same 
destinations for the same period last 
year, and is expected to send Houston 
cotton exports to a new high record. 

Crude rubber has been slowly slip- 
ping in price, and has touched another 
all-time low at practically 4c. per lb. 

The grain markets were helped by 
the better news of mid-February, and 
both wheat and corn have made and 
maintained advances. 


Heard in Hardware Circles 


A late touch of winter in many 
areas has brought temporary stimulus 
to seasonable lines such as ice skates, 
sleds, tire chains, and anti-freeze solu- 
tions. When usual counter sales con- 
tinue sluggish, fresh leaders, plainly 
marked concessions, and generally at- 
tractive price atmosphere are of real 
avail in moving out merchandise. 

It is both surprising and gratifying 
to note the number of electrical mixing 
appliances that are being sold in city 
districts where public cooking school 
demonstrations are sponsored by local 
interests. These mixers apparently 
have a strong appeal to the housewife, 
for they are not cheap, but are doing 
a wonderful job in coaxing dollars out 
of hiding. 

All appliance manufacturers since 
Jan. 1 have been making serious ef- 


70 


forts to reduce prices and most of the 
major lines now show reductions rang- 
ing from 2% per cent to 10 per cent. 
The electric appliance dollar is buying 
more today than ever before. Electric 
fans for the 1932 season are expected 
to be slightly lower in price. New 
quotations will be announced soon. 

Home economy and thrift seem to 
have revived the sale of food choppers 
and parts. This line has been moving 
quite freely where dealers cooperate 
by bringing these goods out into the 
open. 

Business on carriage and machine 
bolts is light. Sellers of standard 
brands are getting 70-10 per cent regu- 
larly, though concessions may be had 
on the shorter lines of outside makers. 
Offerings of low discounts on small size 
bolts, commonly called cut thread, are 
usually found to be based on rolled or 
“extruded” thread construction which 
imitates cut thread dimensions. 

Nails, fence wire and staples are 
selling considerably better, and mill 
prices are being held firm, in spite of 
recent announcements at radically cut 
prices in the spring mail order cata- 
logs. 

The market on friction and rubber 
tape has been disturbed recently by 
quotations under established _ prices, 
but usually on qualities not comparable 
to standard grades. 

Sash cord of competitive quality is 
down about lc. per lb. This change 
leaves a still lower cost range of 
cheaply made filled cords on the mar- 
ket, which from a breaking standpoint 
are probably unreliable. 

Trace chains are a live issue in the 
South. Manufacturers have made a 
drop in price of about 15 per cent, 
with a completely new set-up and new 
lists. This is the first change on traces 
since April, 1929. 





The Kester line of acid-core aid 
rosin-core solders dropped in price 2c. 
per lb. on Feb. 15, to 42c. on the 


staple 1 lb. spools. A corresponding 
reduction of lc. per (small) can is 
announced on the Kester Metal Mender, 
or household solder, and on the Kester 
Radio Solder. Other makes of similar 
core solders are quoted still lower. 

A leading and popular steam cooker 
has been reduced from $12 to $10 list. 
As an economy measure, a good steam 
cooker is invaluable. A large meal 
can be cooked over one burner at one 
time, or about 14 qt. of fruit, vegetable 
or meat canned over a single flame. 

Step ladder manufacturers are badly 
in need of business. Some of them are 
utilizing their factories for production 
of other items, but there is considerable 
“leader” offering of step and common 
ladders, ranging up to about 2c. per ft. 
concession. 

On shovels, while there is a little 
price cutting by jobbers who stocked 
up strongly during the manufacturers’ 
price war of last year, the present 
situation is fairly well maintained. The 
more recent advance on the hollow-back 
patterns seems firm and likely to con- 
tinue. 

The recently mentioned reductions 
on firearms, ranging from 10 to 33 1/3 
per cent lower, should encourage deal- 
ers to place future orders, as there is 
bound to be a better consumer demand 
once the lower prices are known. Re- 
tailers who feel that they cannot afford 
to buy until they have disposed of high 
priced stocks, will do better to mark 
down their present stocks and take 
their losses, for they cannot expect to 
get the old prices when the lower values 
are advertised. The reductions will re- 
lieve the past pressure for cheaper 
prices and will probably much lessen 
future price cutting. 





Goulds Pumps, Inc. 
Issues 1932 Catalog 


Goulds Pumps, Inc., Seneca Falls, N. Y., 
has issued its 1932 catalog, listing all re- 
sale lines. The company will. hereafter 
issue this catalog annually. Several new 
pumps are illustrated and described in the 
catalog, including the “CID” line of shal- 
low well water systems, in three different 
capacities, figure 3038 single stage cen- 
trifugal and figure 3104 portable cellar 
drainer. Included in the catalog are terms, 
contents table, and illustrated descriptions 
of the various items offered. Hand and 
power pumps for all purposes are included 
in the booklet, with specifications and list 
prices on many items. 

In the back of the book are tables in- 
cluding water requirement calculations, 
pipe friction losses, hand and pressure 
equivalents and other valuable information 
for pump dealers. 


Wagner Electric Issues 
Sheet on R G Type Motors 


The Wagner Electric Corp., 6400 Plymn- 
outh Avenue, St. Louis, Mo., has issued a 
loose-leaf bulletin sheet on type R G 
brush-riding repulsion induction motors. 
Copies of bulletin 173, part 4, available 
upon request. 


Simonds Saw & Steel Co. 
Issues Hardware Catalog 


The Simonds Saw & Steel Co., Fitch- 
burg, Mass., has issued a hardware prod- 
ucts catalog. The booklet is attractively 
printed and contains much valuable in- 
formation for the dealer, as well as illus- 
trations of Crescent ground cross cut saws, 
Bay State brand cross cuts, files and the 
“Red End” hack saw blade. Incidental 
hardware products are also shown and de- 
scribed. 
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Every 

Hardware Man 
Should Look into This 
“‘Nox-All” Holdsmore Flange 


The main difference between the “Nox- 
All” Holdsmore and ordinary grass 
catchers is the patented flange magnified 
above. This clever improvement auto- 
matically pushes cut grass back from 
the blades and doubles the catcher’s 
capacity. As a result, constant stooping 
is done away with—stops to empty the 
catcher are reduced 50%. Gardeners 
and home owners gladly pay a little 
more for this labor-saving device—is 
your stock complete? 


The ‘“Nox-All” Holdsmore is dis- 
tributed to the trade exclusively 
through hardware jobbers. Full in- 
formation supplied direct on request. 







Made Only by 


Canvas Products Co. 
1240 South 7th St., St. Louis, Mo. 
Pacific Coast Representative 

C. WARD CO. 


452 Wilcox Bldg., Los Angeles, Cal. 


“Yox- Gee” GRASS CATCHERS 
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GRIFFIN BRACKETS 

















GRIFFIN Brackets are offered in types, styles 
and finishes to meet the varied uses to 
which these hardware items are applied 
both commercially and in the home 


The new No. 348 Girder Type Shelf Bracket (top 
illustration) combines neat appearance with the 
strongest shelf bracket made today. It has no 
braces to hinder using entire shelf space below. 


(GRIFFIN 


ufacturing (bmpany 


ERIE, PENNSYLVANIA 














Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurcHASE ST. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker ST. 
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The Proposed Tax on Shot Gun Shells 


(Continued from page 43) 


known authorities who have been 
studying the duck situation for some 
time. Acknowledging that something 
must be done to insure the future of 
American waterfowl, the league urges 
sportsmen “not to be led astray by 
generalized plans which are not prac- 
ticable for immediate accomplish- 
ment.” 
“The great economic cycle and the 
depression which now is affecting the 
lives and fortunes of American citi- 
zens cannot be ignored as it affects 
the waterfowl program” said the 
league’s committee. “Mindful of the 
many problems involved, the league 
proposes the following practical 
program: 
1. Hasten appropriations for duck 
refuges under the provisions of the 
Norbeck-Andresen act, machinery 
that already has been set up. 


2. Negotiations with Canada to bring 
about permanence of breeding areas 
and rest grounds in the provinces 
and better safeguarding of breeding 
ducks. 


3. Assumption by the states of more 
responsibility in policing waterfowl 
areas and in providing rest grounds 
and refuges. Advancement as rapidly 
as possible of state plans for the 
establishment of the latter areas. 


4. Closing of certain chosen areas 
on navigable streams to assure rest 
and safety of ducks during migra- 
tions. 


5. Use of certain lands in flood con- 
trol projects for resting and feeding 
areas for ducks. 


M. K. Reckford, general manager 
of the Izaak Walton League, has an- 
nounced that the resources and mem- 
bership of the league will be placed 
behind this program to bring about 
the accomplishments of its objectives. 

While these discussions are going 
on, scant consideration is being given 
to the sportsmen that eventually must 
pay the tax, the jobbers and retailers 
who will have to bear the burden of 
financing the tax until it has been 
collected, and the manufacturers 
whose plants are idle or running on 
short time, simply because jobbers 
hesitate about placing advance orders 
in an atmosphere of uncertainty. A 
tax of one cent a shell means an in- 
crease to the consumer of 33 1/3 per 
cent in the price of ammunition and 
a 50 per cent additional investment to 
the jobber. It is, we believe, the 
heaviest tax that has ever been levied 
on the industry in times of peace. 
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To organize and handle the collec- 
tior of these taxes would give em- 
ployment to a certain number of men 
at a time when unemployment is the 
all important question, but the num- 
ber so engaged would be very small 
compared with the numbers thrown 
out of employment, for it is con- 
servatively estimated that a 33 1/3 
per cent in the price of ammunition 
would decrease the sales 25 per cent 
and, like all excessive taxation, 
eventually defeat the ends for which 
it was designed. 

There is no question about the 
shortage of ducks being due to 
drought. It is so stated in the Presi- 
dential proclamation. It has been 
reiterated by all authorities, irre- 
spective of the legislative plans with 


which they are affiliated. This 
drought has continued for three 
years. It is a situation over which 


man has no control. The govern- 
ment reports now indicate that in 





the mountain sections that are the 
sources of the streams that feed the 
marshes and ponds of the most im- 
portant breeding sections, the snow- 
fall is heavier than it has been for 
many years. It is heavily packed and 
should run off slowly, thereby insur- 
ing better breeding conditions than 
the birds have had in several years. 
The reports from southern feeding 
grounds agree that birds are in good 
condition and unusually plentiful. 

The Department of Agriculture is 
highly gratified with the results of its 
regulations, which have been aug- 
mented by, a most unusual fall and 
winter season. Although no official 
statement has come from the depart- 
ment, it can with full assurance be 
declared that any necessity or reason 
for a complete closure of the ducking 
season in 1932 has passed, and all 
officials are hopeful that the season 
for 1932 may be lengthened. The 
Presidential order of August, 1931, 
by its language expressly limits its 
effectiveness to 1931. In no way does 
it apply to the fall of 1932. 





There Are More Ways Than One 


(Continued from page 37) 


and displayed. Let us consider 
the large department store adver- 
tisement illustrated (p. 37). An 
old-fashioned strawberry huller 
is suggested with the additional 
information that it removes pin 
feathers from chickens. Our old 
friend the pepper grinder is of- 
fered at $1.24 to $2.59. Few of 
the items offered are new, but 
there are enough new ones to 
carry the old ones and make 
them interesting. The copy for 
this ad as well as the window 
display was executed in the mod- 
ern manner. This also lent a 
note of newness to the merchan- 
dise. “Uppity” advertising men 
call this “psychology.” You can 
call it what you will, but it’s a 
smart idea. If you don’t believe 
it, try it. 

The window display showed 
each item in such a way that it 


was viewed and considered sep- 
arately. A carefully worded 
card explained the use of each 
item and gave its price. 

Some stores provide special 
sections where new devices and 
small household items may be 
demonstrated. Feeding the de- 
sire for amusement sells a lot of 
merchandise. It is doubtful if 
any line of goods will attract 
more people than will housefur- 
nishings. 

The hardware merchant is 
kept advised, through the col- 
umns of HaRDWARE AGE, of new 
and improved items that he can 
sell, and many successful mer- 
chants consider the department 
which describes and _ illustrates 
these items of greatest importance 
to them in their business, as it 
keeps them up to the minute in 
regard to what is new. 
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‘WHY DO WOMEN LIKE THIS 








Ir you are a man—with no cooking or dish- 
washing experience with Vollrath utensils, 
you may not know precisely why women 
like them. 

Well, whiteness is a chief reason. The hard, 
all-over white of these utensils shouts clean- 
ness at first glimpse. Then they’re thick (made 
of three coats of enamel fused onto steel) and 
this to a cook means excellent cooking powers. 
Then they are so smooth and slick to the touch 
that washing them is almost taskless. They 
come clean in a minute in hot suds. In addition 
—they stay sparkling, stay white, last long. 
The enamel, fused on hard, at excessive heat, 
makes their brilliance as durable as their heavy 
steel bases. 

Open tables make the best sort of displays. 
Keep Vollrath snow-white ware—both the 
cooking and refrigerator dishes—on open tables. 
Use for beautiful contrast some of the Vollrath 
color ware. (Women like a pale-green teapot, 
for instance, with their white stewpan and 
coffee-pot.) Arrange a cabinetful in your 
window. You can obtain from 
your jobber, or why not write 
for our catalog? 


THE VOLLRATH CO. 
This label identifies 


SHEBOYGAN, WISCONSIN senaine. Volivath 
Established 1874 Ware 


c 
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Vollrath Ware 
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Signal 12” and 16” oscil- 
lator-induction motor, 
non-radio interfering—3 
speed type lever switch 
— list price $26 and 
$30. 





Cool Spot 8 inch 
oscillator-induction 
non-radio inter- 
fering motor—list 
$8.95; Univer- 
sal motor 
$7.95. 





















Signal fans for 1932 have 
the features and new improve- 
ments your customers expect— 
and they have quality, too, that 
is more than indicated by their 
prices. You can sell them at 
prices your customers can afford 
to pay—list from $4.25 to $30. 
Here is a complete line that enables 
you to meet all demands for quality, 
price and performance. 


If you wish to check over the specifi- 
cations of each fan, before you see your 
jobber, we'll gladly send you our new 
catalog. It’s complete as to details and 
prices—yours upon request. Then have 
your jobber show you Signal fans. 


Signal Electric Mfg. Co. 


MENOMINEE, MICHIGAN 











Seovill Adjustable 
Junior Bottle Capper 


Made of steel, finished in nickel plate 
and baked red enamel. Simple adjust- 
ment for any bottle, made by grasp- 
ing red handle and moving it forward, 
at the same time raising or lowering 
sliding head. Concealed spring auto- 
matically keeps handle in position for 
next bottle. Rubber cushion in cap 
head releases bottle after capping. Cap 
head straightens cap, if it happens to 
be placed on bottle in slanting posi- 
tion. Three screw holes are placed in 
base to permit fastening. Suggested 
retail selling price, $1. Scovill Mfg. Co., Waterbury, Conn. 





**Squeezit” 
Fruit Juicer 


Made of highly 
polished Alcoa alumi- 
num alloy. Equipped 
with non-skid rubber 
feet. Leverage ra- 
tio on handle is 5% 
to 1. Bungay-Wolfe 
Corp., 254 W. 3lst 
St., New York City. 
Suggested retail sell- 


ing price, $3.95. 
Dealer discount, 40 
per cent. 





Moore Educational 
Toy Motor, 
Lists at 10c. 


Has speed of 
6000 r.p.m. and 
runs on a single 
No. 6 dry cell bat- 
tery. With each 
set of parts are 
directions, and 
“How a Motor 
Works,” explaining clearly the fundamental principles of 
Article tells about field, armature, com- 
George W. Moore, 44 Farns- 





Illustration 





motor construction. 
mutator, brushes and their use. 
worth St., Boston, Mass. 


Safety Oven Shelves 
For Gas Ranges 


Have special handle, with 
each set, facilitating pulling 
out and replacing loaded 
shelves. Under weight of 
hot pans and baking dishes, 
this shelf may be easily 
pulled out of oven to con- 
venient working level for in- 
spection and _ replacement 
without danger of burning 
fingers or scorching pot 
holders. Safety catch pre- 
vents pulling shelves out too 
far. All parts of shelves and supports are heavily cadmium 
plated, enabling easy wiping with damp cloth. Standard size 
shelves and supports, in complete sets ready for installation 
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now available for regular size ovens. Set includes two shelves, 
one broiler shelf (with broiler pan and rack) and all neces- 
sary side runners, screws and handle. Union Steel Products 
Co., 604 Berrien St., Albion, Mich. 





“Crescent Junior”’ 
Tape Rule 


Smaller and lighter in weight than 
the “Crescent” rule. Features: pocket 
size, no larger than a watch, automatic 
wind, chromium plated case and 
rounded corners. Two sizes, No. 1694, 
4 foot, No. 1696, 6 foot. Blade, 7/16 
in. wide. The Lufkin Rule Co., Sagi- 
naw, Mich., says it can be projected un- 
supported to walls or into openings like 
a rule and that it will also accurately 
measure circles and odd shapes. Has 
dark background with markings, in 
sharp contrast; graduated inches to 
16ths; zero falls at inside of solid hook. 
Four foot “Crescent Junior” is 3 ounces 
in weight, with 134 in. case diameter. Operation same as the 
“Crescent”; blade is manually withdrawn and automatically 
returned by pressing push button. Both sizes packed in at- 
tractive gold color, individual display box. 








Vise-Grip Wrench 

Made of high grade electric furnace steel, hardened and 
tempered with high grade tool] steel rivets and Bessemer steel 
adjusting screw, 
case hardened. 
Weight 21 ounces. 
Made in one size, 
10 inches, for gar- 
age, farm, machine shop work, etc. Petersen Mfg. Co., De 
Witt, Neb., states that it works in close quarters where there 
isn’t room for a pipe wrench or ratchet wrench, it holds tight, 
when clamped on the bolt head, while nut is being tightened 
or loosened. It is said to stay the size the jaws are set, with 
no slipping, as the lever grips the work tight. It is said to 
be useful for pulling cotter pins, removal of broken studs, 
turning nuts with rounded or battered corners and to handle 
perfect nuts or bolt heads. List price, $1.75. Dealer cost $12 
per dozen. 








General Hardware Birthday Party Deal No. 666 
Built around line of competitively priced tool grinders, 

General P-D-Q series, offered to enable independent hardware 

dealer to meet competition. Assortment includes one grinder 





of 4 in., 5 in., 6 in. and 7 in. at regular dealer price, with 
314-in. Giant Grip vise and colorful sales display free of cost. 
Dealer cost of assortment, $6.66. Retail value, $16.00. Gen- 
eral Hardware Corp., 240 N. Milwaukee St., Milwaukee, Wis. 
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New prospects 


New 


When you handle 


talking points 
New profits 


Allith’s New Lift-Door Hardware! 





Here at last! A weather-tight door, that can- 
not jam or stick. A new design that opens 
easily, closes securely and adds to the neatness 
of any garage. Allith’s Lift-Door Hardware 
provides a perfectly counter-balanced door 
that opens and closes with the same ease wo- 
men are accustomed to find in modern auto- 
mobiles. Men, too, appreciate the mechanical 
superiorities, and the trouble-free performance 
of this new Allith product. 


Pick any five prospects. Explain the advan- 
tages of Allith’s. Lift-Door Hardware and 
check their reactions. Contractors will agree 
with them. The new Allith Lift-Door Hard- 
ware offers more ease of operation, more defi- 
nite advantages, and less trouble than any 
other type of garage door on the market. Made 
to Allith’s high specifications that insure cus- 
tomer satisfaction, ease of installation, and 
good profits to the dealer. 


Write NOW for attractive consumer folder 
and full details of this new Allith Lift-Door 
Hardware. 


This shows door partly 
opened to illustrate the 
perfect counter balance as- 
sured by over size springs. 
Double rail track means 





less wear, as load is dis- 
tributed over greater track 
area. Ball bearings used 
in all wheels and rollers. 
Minimum head room as 
illustrated, 834”. Bar lock 
operates with cylinder lock. 
Tandem bottom roller pro- 
vides full door clearance, 
yet keeps door snug 
against stops when closed. 
Easily opened in any 
weather. Attractively 
priced. 





ALLITH-PROUTY COMPANY, 


Danville, Illinois 
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Why the RIP Sprinkler 














Outsellis All Others 


Next to rain, nothing will water a lawn or a 
garden so effectively as a RIP sprinkler. 
it in the ground—turn the faucet and it will 
actually shower a 50-ft. diameter circle, with 
perfect RAINDROPS. That’s why it is called: 
“The Master Rain Maker.” 

Operates efficiently on as low as 5 pounds 
water pressure. Only one moving part—never 
clogs—cannot corrode. We urge every hard- 
ware dealer to send for a Sample Sprinkler— 
try it yourself and see why the 


RIP 
SPRINKLER 


“The Master Rain Maker” 


is outselling all others. One hard- 
ware jobber sold 525 dozen in 12 
weeks. One retail hardware store 
sold 1,024 in 6 weeks. “Best sell- 
ing sprinkler we ever had” wrote 
the Laughlin Hardware Co., of 
Columbus, Mo. Once you see and 
try this wonderful sprinkler you'll 
want to SELL it. 


Send for prices, 


Stick 


sample and 





To be Stuck 
into Ground 





illustrated folder. 


RETAIL PRICE: 





The R. I. P. COMPANY 
837 Florida Avenue 


"1.00 


Series or Golf Model, $1.25. 
Pipe or Irrigation Model, $1.00. 


Sold only on a Money Back 
Guarantee. 

If your jobber cannot sup- 

ply you, write us. 


Not sold to chain stores or mail 
order houses. 





Jobbers and Dealers Prices on Request 





V 
SERIES 
= 
Jacksonville, Fla. _ 
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Sells on Sight—Fast! 


with this new attractive 4 color 


Counter Display Card....... eecce 


KEEP WIRES OFF THE FLOOR 





Sustrite 


Package a 
sts Eas pvc 
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NO DAMACE YO WOOOWORN 
AMEAT JO8 IETANTLY 


Order Yours Today 


Put this new attractive 4 color 
display card on your counter and 
watch men and women buy this 
handy Justrite Push-Clip for 
keeping radio, telephone and 
lamp wires off the floor. Clips 
packed in cellophane envelopes— 
8 clips in each envelope—+tells for 
10 cents —card carries 36 envel- 
opes in following color assort- 
ment: White, Old Gold, Ivory, 
Dark Brown, Dark Red, Green— 
to match cord or woodwork. Only 
a 10 cent item—but Oh, how 
it sells! Write for attractive 
proposition—TODAY. 


JUSTRITE MFG. COMPANY 








PUSH-CLIP 


: 2073-77 Southport Ave., Chicago, Ill. 
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Chicago’s Favorite Hotel 


The most experienced travelers select The 
Bismarck as Chicago’s outstanding hotel. 
An ultra-modern building equipped with 
every comfort-contributing luxury. Famous 
for its cuisine and excellence of service. 
| Right in the heart of all business, social 
and civic points of interest. Write for 
booklet with downtown map. 

Rooms with bath, $3.50, $4.00, $4.50, 


$5.00 and $6.00. 
Rooms without bath, $2.50. 





BISMARCK 


HOTEL CHICAGO 
| RANDOLPH AT LASALLE 
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“We Use Our Entire Line,”? Says Ekings 


(Continued from page 53) 


line or as much of it as their 
prospect seems interested in. 

Take the case of electric re- 
frigerators for instance. When 
Ekings took charge he saw at 
once that electric refrigerators 
should be one of the leading sel- 
lers in the city, due to the fact 
that public interest in it was so 
great. It was apparent that the 
store was not selling its full 
quota of electric refrigerators in 
Niagara Falls, and that a golden 
opportunity awaited in this field. 

The first thing Ekings did was 
to open the appliance department 
and keep someone on duty there 
all the time. He dressed up the 
showroom. Then he got a large 
electric sign. He asked for, and 
obtained, the regular factory 
sales helps, tied in with all cam- 
paigns, used to advantage the ad- 
vertising the maker was doing. 
He got his own appropriation for 
advertising and tied it in with lo- 
cal newspapers. 

He got three good salesmen, 
and trained them to sell electric 
refrigeration—then started them 
out with his blessing. 

How well his idea has born 
fruit is apparent when it is con- 
sidered that this year he was able 
to show a decided increase in 
electric refrigeration sales in 
Niagara Falls for the first ten 
months of the year over 1930, 
and will show an increase for the 
whole year when the final figures 
are in. 

“There is no particular kind 
of hocus pocus or magic formula 
for the sale of major appli- 
ances,” Mr. Ekings said. “It 
mostly consists of plain hard 
work, combined with a large 
share of intelligent planning. We 
have found that the profits from 
the articles are directly in pro- 
portion to the amount of effort 
you put into pushing them. 


“For instance, we rather stress 
our electric refrigerators here be- 
cause the margin of profit is 
large, and it pays us more to sell 
one of them than a greater num- 
ber of smaller articles. For that 
reason, we use our entire line to 
get leads on major appliances. 
People coming in to buy smaller 
electric appliances or hardware 
of any kind, are sounded out to 
discover whether they have an 
electric refrigerator, whether 
they would be interested in 
one. If they show any interest, 
their names are passed on to 
the appliance division, and they 
are immediately called upon. 

“We have discovered, too, the 
formula for showing increased 
sales in a dull year over a pre- 
vious year. This year we will 
show an increase in electric re- 
frigerator sales over 1930. We 
discovered, early in 1931, that 
business was about 25 per cent 
harder to get. Our entire sales 
organization, therefore, agreed 
to work two hours longer each 
day—or in other words, to in- 
crease the normal eight-hour day 
by 25 per cent more working 
time. The result has been that 
we have more than held our own, 
and our profits will show an in- 
crease over last year in this de- 
partment as the direct result of 
this increased effort.” 

Winter does not mean discon- 
tinuance of efforts on the sale of 
electric refrigerators in this de- 
partment. Rather, it means an 
increase of effort, and a continu- 
ance of sales with correspond. 
ingly increased profits during 
what under more normal circum- 
stances is a dull season of the 
year. September, for the EI- 
derfield-Hartshorne organization, 
showed a 358 per cent increase 
in sales over September, 1930, 
and October sales tripled those 
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of October, 1930. Their Decem- 
ber business, spurred on by 
Christmas business, will be de- 
cidedly larger than in December, 
1930. 

“Any hardware store, anxious 
to open a new revenue to profits, 
should consider, above all else, 
electric refrigerators,” says Mr. 
Ekings. “In the first place, 
every home should have one, and 
the field is still wide open. Then, 
in taking on a line, select a re- 
frigerator with a national reputa- 


tion, an established consumer 
acceptance, and one which makes 
it a policy to give every assist- 
ance and sales help to its dealers. 

“We consistently use window 
displays, the direct mail, tie-in 
with all national sales drives— 
in fact, we operate as any dealer 
would operate, with salesmen 
busy selling and functioning as 
a part of the national organiza- 
tion.” 

This policy is also adopted on 
other important lines. 





Marvin’s Store Meeting 


(Continued from page 49) 


poultry netting, etc. Do you 
think of anything else?” he said, 
addressing the group. 

“Yes,” said May Garvin, “he 
should be told about charges, 
cash sales, etc., and shown how 
to make outa sales slip.” “That’s 
right,” said Mr. Marvin, “and J 
will leave that part up to you. 
As bookkeeper, you can explain 
to him the: reasons for many 
things he is supposed to do.” 
“T’ll be glad to do it,” said May 
cordially, as she smiled at Eddie, 
who returned her a shy smile. 

“Don’t you think some one 
should post him on what we have 
done in our store meetings to 
date?” Van queried. “I never 
thought of that,” Mr. Marvin re- 
plied. “That will be Bill’s job. 
As secretary he has the records 
and can do it easily.” “Alright,” 
said Bill, “I’ll coach him on the 
meetings, and I’ll also let him 
take the records to read at his 
leisure.” 

“There’s just one other thing,” 
said Mr. Marvin. “TI notice we 
are getting only one copy of 
Harpwake AGE in the store, and 
Van usually takes that as soon 
as I have read it. I’ve decided 
to have a copy sent to each one 
on the store staff, including 
Eddie. I'll have it sent direct to 
your homes, and I know you will 
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make good use of it. This is 
May’s suggestion,” he added, 
“and I think it deserves a sug- 
gestion dollar.” 

When the applause had sub- 
sided, Jim Daley arose. “I guess 
that’s all,” he said, “except that 
I want to thank Mr. Marvin for 
the fine spirit he has shown at 
this meeting. You know, fel- 
lows, I sort of hated to bring this 
matter up.” 

“You haven’t a thing to apol- 
ogize for, Jim,” said Mr. Marvin 
heartily. “I’m only glad that 
you are all showing so much in- 
terest in the business. Now let’s 
adjourn and go over to Gorman’s 
for lunch.” 

“Eddie is a nice boy,” May 
remarked to Van on the way 
home that evening. “Yes,” said 
Van, “and if he was ten years 
older I’d be jealous. I saw that 
big smile you gave him when you 
offered to help.” “Don’t be a 
goose, Van,” said May. “Eddie 
is just a boy and I’m interested 
in men.” “Well, you’d better 
concentrate that interest on one 
man,” said Van with mock sever- 
ity. “I think I will—for the next 
half hour at least,” May replied. 
“You can spare that much time 
can’t you, dear?” “Can I?” said 
Van. “T’ll say yes without even 

looking at my watch.” 





93° PROFIT 


on this Special 
EVER GREEN DEAL 


ORDER FROM 
YOUR JOBBER 
ot Mail 











ROVER Green sales jumped ahead 20% in 
1931. Thousands of hardware dealers 
made new money on this non-poisonous insec- 
ticide and increased their garden department 
profits. Here’s an insecticide that kills both 
chewing and sucking insects—and also kills 
ants—and it is so economical it gives you 
sure-fire repeat business. 


Take advantage of this special Ever Green 
deal. One small order and we give you 
FREE a complete kit of advertising material. 
This material will help you tie-up with our 
national advertising campaign over 25 leading 
radio stations and in the Saturday Evening 
Post, Better Homes and Gardens, and 20 other 
leading publications. 


Ever Green is the most extensively adver- 
tised plant insecticide in America. 30,271,043 
printed messages are telling your customers 
they can order Ever Green from their hard- 
ware dealer. Now’s the time to cash in on 
this powerful national advertising campaign. 
Mail the coupon below to order this Special 
Ever Green Deal. 


SPECIAL DEAL 


Special 
Regular Deal Retail 
Price Price Price 
2 doz. 35c Bottles Ever Green..$5.40 $5.40 $ 8.40 
2 One Dollar Pkgs. Ever Green.. 1.34 FREE 2.00 
EN isissstsistdatteaaisnasinciocas $6.74 $5.40 $10. 40 


Your profit is $5.00 on a $5.40 order. In 
addition, you receive acomplete kit of advertising 
material which includes: 


1 Large Window Strip (1 foot x 4 feet) 
2 Small Window Strips (7 inches x 21 inches) 


50 Authoritative booklets and folders on How 
and When to Spray. 


Special Pre-Season $ 40 
Price to ALL Dealers e 
Good only until April Ist, 1932 

INCLUDES ALL FREE MATERIAL 


EVERGREEN 


KILLS ANTS AND GARDEN INSECTS 


' 
. McLaughlin Gormley King Co., Minneapolis 


Please send me C.O.D. your Special Deal, good 
only until April 1, 1932. 


My Firm Name 
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My Jobber’s Name Is.. 








Patting the Punch 
in Store Lighting 


(Continued from page 35) 


which give added flexibility. For 
simplicity, all extra lighting is 
best supplied through conve- 
nience outlets wired all on one 
circuit, the lighting units’ being 
plugged in as used. 

Outlets for floodlights or spots 
should be located in the upper 
front corners of the window. 
Here floodlights are concealed 
from the street and correctly 
positioned to project light down 
onto the merchandise. A _ third 
unit located in the center of the 
window amplifies the intensity 
and improves the distribution 
and flexibility. Small hangers 
near the outlets will support the 
floodlights and permit ready in- 
terchange with spotlights which 
at times may be desirable to 
single out one particular item in 
a display. A spotlight produces 
a small spot of light of high in- 
tensity; a floodlight produces a 
large spot of light of lesser 
brightness. 


The Place of Color Lighting 


Floodlight units are most val- 
uable as a source of color. It is 

















Suspending bare lamps or store lighting fixtures in the show window produces 
glare in the eyes of window observers and attracts their attention to the light 
sources insead of to the merchandise as with correct lighting installations. 


simpler than using color caps 
over each lamp or placing color 
screens over the mouth of each 
reflector. All the newest style 
reflectors, however, are equipped 
with clamps to hold color screens. 
To use color alone in a show 
window is generally unwise be- 
cause of the unnatural appear- 
ance it gives to merchandise. 
This condition is not serious to 
hardware merchandise and can 
be disregarded. 


Open backgrounds destroy the effectiveness of window displays as the attention 


of the observer tends to wander into the store; message of the window is lost. 
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In clear artificial lighting, at- 
tractive power is related to in- 
tensity. All color lighting, using 
the same lamps, falls in bright- 
ness, but color really has a 
power of attraction all its own. 


After closing hours, however, 
when the window display acts 
more as a reminder than just a 
direct sales producer, since the 
doors are not open to receive cus- 
tomers, color lighting can be 
used effectively. A window so 
lighted will surely attract atten- 
tion as people of the community 
pass by on their way to the local 
movie. It will impress them, 
stick in their memories, and per- 
haps remind them of that store 
when the next occasion arises to 
purchase hardware. 


Many striking effects will re- 
sult from combining color with 
moving light in the show win- 
dow. Imagine the effect if every 
alternate reflector were equipped 
with a red and blue color screen 
respectively and the entire in- 
stallation were connected to an 
automatic flasher system motion, 
first flooding the window in red 
and then in blue light. 
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cotton line. 
needed. Wood or steel post. 


Liberal Profit. 


THE FAMOUS HILL CHAMPION 
CLOTHES DRYERS 


More than a million satisfied users. 


A sturdy, neat looking dryer, with removable top, rust proof 
malleable iron castings. Selected wood attractively painted. Best 
No unnecessary parts, easily erected, no cement 


Three sizes to hold—100, 115 and 150 ft. of line. 
Other styles for lawns, balconies and roofs. 


Send for folder and prices. 


HILL CLOTHES DRYER CO., INC., 40 Central St., Worcester, Mass. 
New York Distributors: HERMAN KORNAHRENS, Inc. 






Champion 











Fits Many Size Nuts— 
Saves Lots 
of Trouble 






The B. & C. Adjustable “‘S” 
Wrench saves motorists haul- 
ing over all the wrenches in 
their tool kit to find the right 
size wrench to fit a certain 
siz nut. Big seller. Ask 
your jobber. 


BEMIS & CALL COMPANY 
Springfield, Mass. 
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Marking Time? 


Who is waiting for a Moses to lead the hardware 
trade out of the depression wilderness? 

There may not be a Moses! 

Many progressive dealers are maintaining a satis- 
factory volume of sales by applying the Bunting pro- 
gram more vigorously. 

Full details are available to you—will you hint you 


might like to know? 


THE BUNTING SYSTEM 
North Chicago, Illinois 











DOUBLE IN SIZE 
NO ADVANCE IN PRICE 


Today GOTTSCHALK’S METAL SPONGE 
Made 


twice its former size of the same high quality 





is the biggest value ever offered for 10c. 


special bronze alloy . . . packed in the sanitary 
Cellophane bag and nationally advertised it 
appeals instantly to every housewife. Give this 
display and 


fast turnover item prominent 


watch sales increase. 


Write for Samples and 
Price List 


Metal Sponge Sales Corp. 
John W. Gottschalk, Pres. 


Lehigh Avenue and Mascher Street 
Philadelphia, Pa. 


THE ORIGINAL-SANITARY 


ONGE |= 
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Free Display Board 
with Small Assortment Offer on 


K-Venience 
Clothes Closet Fixtures 


The Nationally Advertised Line. Mentioned editorially in 
leading publications. Includes K-Venience Clothing Carriers, 
Extension Rods, Garment Brackets, Shoe Racks, Trouser Hang- 
ers, Hat Holders, Tie Racks. Utility, space-saving, clothes- 
saving are features of each item. Handsome, rust-proof sil- 
very finish. Moderately priced. Carried in better stores of the 
Nation. Special Introductory Offer made to Hardware stores 
includes wonderful Display Board with all items mounted 
thereon with photos showing articles in use. Write for full 
information, free booklets, discounts, etc. Address 


KNAPE & VOGT MFG. CO. 
1585 Muskegon Ave. Grand Rapids, Mich. 











NEWEST and SAFEST 





IVER JOHNSON 
-22 SUPERSHOT 



















STEEL SEALED 

CARTRIDGES 
and many other 
improvements. 


Retail Price $13.75 


Safety Plus More Safety 
Counterbored chambers and extractor 
which steel seal the cartridges, heads 
flush with face of cylinder. 

A protection of solid surrounding steel safe- 
guarding against the possibility of a bursting 
head or rim discharging adjacent cartridges 
or burning trigger finger with hot gas. 
Cylinder of High Carbon Alloy Steel, heat 
treated, De-Flex Rib, Scored Trigger, Hi- 
Hold Grip, Independent Cylinder Stop, Piano 
Wire Springs and ‘‘Hammer the Hammer’ 
safety. Chambered for eight .22 long rifle 
cartridges. 

Send for complete Firearms Catalog A covering the 
entire line. Order through your jobber. 


IVER JOHNSON’S ARMS & CYCLE WORKS 
FITCHBURG, MASS. 


NEW YORK CHICAGO SAN FRANCISCO MONTREAL 
151 Chambers St. 108 W. Lake St. 731 Market St. 511 Coristine Bidg. 


Dd a 1 2 


COUNTERBORED CHAMBERS 
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Convention Calendar 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SOUTHERN HARDWARE JOBBERS ASSOCIATION JoINT Con- 
VENTION, Edgewater Park, Biloxi, Miss., April 18, 19, 20, 
21, 1932. Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell, secretary-treasurer, American Hardware Man- 
ufacturers Association, 342 Madison Ave., New York City. 
Sidney St. J. Eshleman, secretary, Southern Hardware Job- 
bers’ Association, 704 New Orleans Bank Bldg., New 
Orleans. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Columbia, S. C., June 7, 8, 9, 1932. Headquarters, Jeffer- 
son Hotel. Arthur R. Craig, secretary, 804-806 Commer- 
cial Bank Bldg., Charlotte, N.C. . 


LouIstIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Hotel Evangeline, Lafayette, April 4, 
5, 6, 1932. J. C. Ritchie, secretary, Ruston. 


New ENGLAND RetaiL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND ExuisiTion, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Exhi- 
bition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConvenTION, Amarillo, Tex., April 18, 19, 20, 1932. C. L. 


Thompson, secretary, Canyon, Tex. 


Dixie HarpwareE & IMPLEMENT CONVENTION AND Ex- 
POSITION, to be held jointly by the Southeastern Retail 
Hardware & Implement Association, composed of Ala- 
bama, Florida, Georgia and Tennessee; Mississippi Retail 
Hardware and Implement Association and Arkansas Retail 
Hardware Association, Memphis, Tenn., April 26, 27, 28, 
1932. Walter Harlan, secretary, Southeastern Association, 
415 Palmer Bldg., Atlanta, Ga.; Guy Nason, secretary, 
Mississippi Association, Starkville, and L. P. Biggs, secre- 
tary, Arkansas Association, 815 Southern Trust Bldg., Lit- 
tle Rock. 


Vircinta RetTart HARDWARE ASSOCIATION CONVENTION, 
Richmond, Feb. 23, 24, 25, 1932. Thos. B. Howell, secre- 
tary, 602 Broad St., Richmond. 





Demountable 
Bird Bath 


Finished in stone grey or 
green; standing 32 inches above 
the ground, 9 inches in ground. 
Bowl, 17 inches in diameter; 
made of special lead coated 
steel; removable for cleaning. 
Set up without screws, bolts or 
tools, Metal Kraft bird bath 
suggested retail selling price, 
$2.95. Dealer cost per dozen, 
$21, $108 per half gross. Stand- 
ard cartons six baths. Individ- 
ual packing 10c. each addi- 
tional. Essential Products Co., Inc., 424 E. Wells St., Mil- 
waukee, Wis. 
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1932 A NATURAL 


CONSERVO 
YEAR 


Saving suggests Conservo. More 
people are saving now than ever 
before. You will see more home 
canning done in 1932, more house- 
wives cooking as economically as they 
possibly can, than in the past thirty 
years. Stock and display Conservo, 
the well established, well known and 








popular priced steam cooker and 
a canner, 
F tae your — appliance 
epartment need pepping up? 
Do it with Everhot unusual The Swartzbaugh Mfg. Co. 
electric appliances: The famous . 
oes aoe vagy emg Ever- Toledo, Ohio 
ot ectric m eater, Manufacturers ¢ Fine _ Appliances 
Grills, Table Stoves, Wattle ¥ Since 1884 ™ 
akers an cl ‘oasters. 
? 3 Suppliers to Leading Electrical and 
Write for complete catalog and Hardware Jobbers 


prices. 














Increase Your Profits 

Your customers will buy 
Moore 

Push- less Hangers 


To Hang Up Things 





*/PUSH-LESS 
HANGERS 


TO HANG UP THINGS, 
HOLDS 20 POUNDS 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Nate) 5 a O10) .0D) 


SAMSON SPOT, PHOENIX and SACHEM brands 


Pre eRastarteteler teckel eertr item coateserlastarl eta tio 
“There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 











when they see them in these new 
Displays. Hold 12 packets 
only. 

Ask your jobber for our 
new Style “‘C” Displays of 
Push-Pins and Push-Less 
Hangers. 


Moore Push Pin Co., 
ayne Junction 
Philadelphia, Pa. 












‘The symbol of 
quality in chain 


a 


There is an ACCO Chain for every 
industrial, farm and home purpose 
—in bulk or made into specialties. 
Concentrate on this profitable 
Made by the world’s 


quality line. 
largest manufacturer of welded and 
weldless chain. 

AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains 








Stock ¢ and Profit with 
“G&B” QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 
“PEARL” —COPPER 
BRIGHT and ROMAN BRONZE 
SCREEN WIRE CLOTH 


The Gilbert & Bennett Mfg. Co. 


Established 1818 America’s Oldest Woven Wire Factory-Manufacturers 
WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chicago (Kansas City, Mo. San Francisco 


A]UNG Guay / 
ners i” 








THE NEW 
FAST SELLING 


PACKAGED NAILS 


No wreighing—no loss in selling as 
with bulk nails, your customers 
get more and better nails to the 
pound. No scales, paper bags, or 
twine needed. Clean and easy to 
handle. The convenient way to 
handle nails for you and your cus- 
tomers. 








Handsome display stand provided 2 dealer. Holds 
assortment of 140-5 lb. cartons. Orcupies small 
space—gets instant attention—creates rapid turn- 
over. For further information, write direct to 


NORTHWESTERN BARB WIRE CO. 
STERLING Since 1879 ILLINOIS 























Cultivate Cutlery 


The keen dealer realizes clean-cut 
profits from his cutlery stock. A pleas- 
ing portion of his income is cut from his 
knife sales. 


Whet your 
HARDWARE AGE grindstone. 
the cutlery articles. 


knowledge on the 
Profit by 











ALL-ARMORED 
CONSTRUCTION 


A wax-compound top for a flashlight 
battery is out of date now! Eveready 
uses a metal top. In fact, Eveready’s 
power-producing ingredients are sealed. 
in metal. 

Evereadys are in better shape to stay 
fresh in your stock, and last longer in 
your customers’ lights! Display Ev- 
ereadys. Take advantage of their im- 
provements and the national advertising. 
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Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING 
RATES 





Advertisements from unemployed 
accepted free of charge; inserted 
in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Positions Wanted and Help Wanted adver- 


tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 


THE FOLLOWING RATES 
apply to “Business Opportunities,” ‘Sales 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 





Set Solid, Minimum of 5 lines... ...$3.00 
Each additional line...........- 60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line......... coos =O 
Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


BOXED DISPLAY RATES 
BD fmgh ccccccccccccccesccccc ccs cee 
Each additional inch..........-... 4.00 
Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts de 
net apply on Position Wanted or Help 
Wanted Advertisements. _ 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 

















Address your advertisements and replies to 
HARDWARE AGE, Classified Oppo 
239 West 39th St., New York City 








Samples of merchandise, 





literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 








HELP WANTED 


SALESMEN to travel “-< and Queens, —_ ie ety 
£ tablished wholesaler. oth territories are attractive right men. 
Write or oa. Address UNDERHILL CLINCH & COMPANY, 84 White 
Street, New York City. 





POSITIONS WANTED 





HARDWARE MAN, with fourteen years’ experience with large retail 
and wholesale concerns. Have a complete knowledge of sporting goods, 
paints, housefurnishing, general and builders’ hardware. Have specialized 
in builders’ hardware and can figure and sell these requirements for most 
any type of building submitted. Address Bo& J-689, care of HARDWARE 
Ace, New York City. 








POSITIONS WANTED 


erience in both retail 





RETAIL Hardware Man with twenty years’ experie 
and wholesale hardware business, sporting goods, paint and household 
supplies. Forty years of age, sober and industrious. Capable of_taking 
charge and handling men. Can furnish first class references. Free to 
go anywhere. Middle West or South preferred. Address Box J-603, 
care of HArpwarE AGE, New York City. 


HARDWARE MAN THOROUGHLY EXPERIENCED. 10 years as a 
clerk and 16 years as owner and operator of one of the best Hardware 
Stores in Michigan in 1931. Sold hardware on the road. Would like a position 
as Manager or Buyer or any other good position where work and experience 
would be appreciated. Am 46 years old and married. Will go anywhere. 
Address Box J-676, care of Harpware AGE, New York City. 








YOUNG MAN 33, DESIRES POSITION. | Willing to start at small 
salary. Remuneration being secondary to satisfactory connection. Ad- 
dress Box J-674, care of HARDWARE AGE, New York City. 


BUSINESS OPPORTUNITIES 





ft 





BUSINESS OPPORTUNITY 


Hardware, Farm Implement and Supply store. Business and property 
for sale. Established many years. Doing a good business. Located 
at Pine Bush, Orange County, New York, on corner of Main Street 
with State Highway passing the door. Right price for quick sale. 
A fine chance for one or two men to make money. For particulars, 


— DU BOIS SUPPLY CO., INC. 
321 Main St., Poughkeepsie, N. Y. 

















CATALOGUE COMPILER AND _ SIIPERVISOR—For several years 
with leading Hardware Catalogue Publisher, also have executive ability and 
experience in both buying and selling ends of Hardware and Mill Supplies. 
I am also considered an exceptional high class tool man. Can handle any com- 
bination position with jobber, manufacturer or catalogue publisher. Ad- 
dress Box J-673, care of HArpware Ace, New York City. 


WANTED POSITION AS SALESMAN OR BUYER. _ Expert Stock- 
man, 20 years experience in Cutlery, Tools, Shelf, Household and Builders’ 
Hardware, Paints and Glass. [Illinois or Middle West preferred. Invite 
reply for Personal Interview. Address Mr. C. A. Frick, Cobden, III. 








DISPLAY MAN desires position as window trimmer with high-grade 
bardware firm. Original and inventive ideas produced into displays of 
merit as handled by an artist. Over fifteen years of practical experience 
in selling efforts on big stage before countless hordes of customers. Hav- 
ing had a training in hardware work prefer that line of merchandising. 
Present field limited by bad conditions forcing unemployment, reason this 
ad. Address Box J-680, care of HarpwarE AGE, New York City. 


PARTNER WANTED—Modern Hardware, Houseware and Sporting 
Goods store, established twenty-five years in Illinois agricultural and 
industrial city near Chicago. Only two stores serving immediate trade 
territory thirty-five thousand. Will need about $10,000 clean stock. Y 
location, g building, ample room for expansion. Bank difficulties 
compel owner to seek additional capital. Best of references. Address 
Box J-655, care of HarpwAre AcE, New York City. 





FOR SALE, established hardware store carrying line of builders’ hard- 
ware, house furnishings, farm machinery, etc. Well located on the principal 
business street in Greene County. Modern fixtures and a suitable build- 
ing. Total value well above $50,000.00. Terms reasonable to responsible 
parties. Address Box J-687, care of HArpwARrE AGE, New York City. 


SALES REPRESENTATIVES WANTED 











EXPERT CATALOG COMPILER is ready to tackle another Whole- 
sale Hardware or Automotive Catalog. Splendid record for speed, accuracy 
and thoroughness. Age 36; married; available immediately. Can go any- 
where. Best of references. Address Box J-681, care of HARDWARE AGE, 
New York City. 


HARDWARE CLERK—Young man, 28 years of age, with 6 years’ 
experience as retail hardware clerk and 2 years in wholesale and retail 
a store, wishes position. Have chauffeur’s license and handy with tools. 

ould consider Position out of New York. Salary secondary to opportunity. 
Possess best desired references. Address Box J-682, care of HARDWARE 
AGE, New York City. 








SALES PROMOTION MAN—Ten years wholesale merchandising ex- 
perience, available for connection with specialty manufacturer or distributor. 
Background includes sales and advertising administration, market analyses 
and test campaigns. Successful in devising dealer helps for rapidly and 
profitably moving merchandise to the consumer. Well recommended. - 
dress Box J-683, care Harpware Ace, New York City. 





YOUNG MAN, 29, 7 years’ experience, wholesale hardware factory, mill, 
plumbing and steel supply house. Inside man, excellent reference. Ad- 
dress Box J-684, care of Harpware AGE, New York City. 





SALESMAN desires connection with manufacturer. Have been covering 
Mill, Hardware and Plumbing Supply Jobbers in New England, New Jer- 
sey, Pennsylvania, Ohio, Kentucky, Indiana, Missouri and Kansas for 
7 five years. Address Box J-685, care of HARDWARE Acre, New York 

ity. 


SALESMEN experienced with wholesale hardware and paint trade to 
represent reputable paint brush manufacturer. Compensation strictly com- 
mission basis. Excellent opportunity for qualified men. Address Box 
J-690, care of Harpware Ace, New York City. 

ion 





- 
ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
Ib. basis. Fast selling side line, five per cent commission. United Fibre 


Company, 82 South Street, New York City. 





SALESMEN calling on retail hardware, oe goods, department 
stores, to sell only perfect bladesaving hone for safety razor blades on 
commission. An absolute necessity. New and great demand. Best side 
line article ever offered. Priced right and liberal commission. Be first in 
your territory. Address: Goodrich—1500 Madison Ave., Chicago, II. 





SALES ACCOUNTS WANTED 





SALESMAN, with an office in the Fifth Avenue Building, representing 
one manufacturer for last four years, covering New England, New York 
and Pennsylvania and south to North Carolina, calling on hardware and 
cutlery jobbers, department and syndicate stores, could successfully take 
on another reputable line for this territory. Highest credentials furnished. 
Address Box J-678, care of Harpware AGE, New York City. 





SALESMAN calling on hardware and plumbing supply trade, both 
wholesale and retail, in Southwest, wishes to secure additional lines adapt- 
able to this class of trade. Commission basis. Address Box J-679, care of 
Harpware AGE, New York City. 





WANTED—Manufacturers’ sales accounts. Call on trade Southern 
Texas and Old Mexico. Domestic and export. Solicit hardware, radio, 
stove lines, plumbing and mill supplies, furniture, sporting goods, paints. 
Have good following. Write M. H. BAINE, Box 395, Harlingen, Texas. 





SALESMAN with seven years’ experience calling on jobbing and retail 
hardware and department store trade. Thirty-two years of age, married, 
Protestant. Can furnish best of references. Willing to go in any territory. 
Address Box J-688, care of H'arpware AGE, New York City. 
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LINE WANTED—Traveled State of Texas several years selling Gen- 
eral and Builders’ Hardware and Department store trade. If you want 
Texas business have permanent and profitable line. Address Box J-686, 
care of HarpwAre Acz, New York City. 
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INDEX TO ADVERTISERS 























THE ADVERTISERS INDEX is published as ‘ convenience and not as @ part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be madw for errors or failure to insert. 
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Indented Cap 





CROWN CO 


WORLD'S LARGEST 
MAKERS 





Pressure Sealing 


rN CO 





ROWN Sezzce 


TO SELL MORE 
BOTTLE CAPS 


@ NATION-WIDE 
SERVICE 


Branch stocks in all the 
larger cities. Prompt and courteous 
service everywhere. 


@ BIGGEST VALUE 


The world’s standard. 
Maximum sealing efficiency at low 
cost, uniform quality, full count. 


@ GREATER PROFITS 


No complaints, no losses, 
more repeat business. More people 
buy these caps than any other kin 
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Jurn your spare time into- 
BX) Hi with the new | DEAI d 
LAWNMOWER SHARPENER 


Make More 
Money— 
Your Clerks 
Can Sharpen 
Lawn- 
mowers in 
Their Spare 
Time 


Every spare dollar you can make counts these days. That is 
why hundreds of Hardware Dealers are finding it extremely 
profitable to sharpen lawnmowers in their spare time. You 
can charge from $1.00 to $1.50 for each mower you grind 


depending upon its condition. 


No other equipment will bring 


you greater returns on your investment. 


A NEW EDLUND 
CAN OPENER 


No. 4W-Wall Attached Style Retails for 
No. 4T-Table Attached Style $1.50 


This latest addition to the 
Edlund line of quality prod- 
ucts has many notable im- 
provements — lower priced — 
more compact — more attrac- 
tive—and yet includes all the 
features that have made 
Edlund can openers and egg 
_beaters the tygre ATTACHED STYLE 
stands. 
9 eA 

parte—opener may be quality in 
pletely. ' kitchen 
utensils. A guaranteed can 
opener that is a valuable addi- 
tion to the field of kitchen 
equipment. Opens any can— 
round, square or oval — large 
or small. Cuts the top out, 
leaving an absolutely smooth, 
safe edge. Attractively packed 
in individual boxes. 


From Your Jobber or Direct 


EDLUND COMPANY 
BURLINGTON, VERMONT 
























The Welves eof Lenex— 


How their name spread the width 
and breadth of land. In a fear- 
seam some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
and rushed with the 





Popularity That 
Insures Greater 
Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land—a demand 
for “the tools in the 
plaid box’ —from shops 
and men to whom hack 
saw blades of super- 
strong, quick cutting 
and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. atch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 



























HELPS YOUR LAWNMOWER BUSINESS—People 
prefer to buy their mower from the man who is in position 
to service it. Mowers ground on the Ideal Lawnmower Sharp- 
ener make satisfied customers. The new 1932 model Ideal 
Sharpener is the greatest value ever offered. 


NO TRAINING REQUIRED—You don’t have to be a 
mechanic to operate the Ideal. Its operation is extremely 
simple and practically automatic after you have placed the 
lawnmower in position to grind. 

SPECIAL GRINDING WHEEL ATTACHMENT— 
For grinding grass shears, sickles, etc. Will add many dollars 
to your income. Our new free catalog shows you how you 
can make extra money during your spare time. 


Send for Free Catalog 


THE FATE-ROOT-HEATH COMPANY 
322-358 Bell St. Plymouth, Ohio 












started in your territory. 
Write for particulars to- 
day. 

The tools in the Plaid box 


American Saw & 
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HARDWARE AGE 














View of crowd 
at chopping con- 
test conducted 
by Jones Hard- 
ware Company, 
Peru, Ind. 
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PLUMB Cham- / 
pion Axe . 


PLUMB 


naught Axe 
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FEBRUARY 25, 



















UMB help you stage 
a log chopping contest 


PLUMB has helped many dealers stage local Axe Contests, bringing out 
great crowds, getting valuable newspaper publicity, and stimulating sales. 


HE Plumb Chopping Contest Plan 

is a complete plan. It has been 
worked with amazing success by many 
dealers. It is purely local in interest 
... designed to crown a local chopper 
the community champion. Thus it 
arouses neighborhood interest which 
dramatizes your store. It creates news 
which newspapers are glad to carry. 
It puts your name into active circula- 
tion in the community. 


Yet it is simple in operation. Each 
step is planned for you, and the nec- 
essary publicity material supplied free 
by Plumb. And it is designed that 
public interest in the contest is spread 
over weeks preceding the actual chop. 


Plumb can help you conduct a suc- 
cessful chopping contest. Plumb can 


PLUMB, Pe oi 


help you create widespread interest 
and get valuable publicity which you 
could obtain in no other way. 


Write us now ‘for complete informa- 
tion, giving your jobber’s name. No 
obligation, of course. 


What dealers say about 


PLUMB Chopping Contests 


Elving Bros., Alcester, seconds difference be- 


SB: The Plumb tween the first and 
Chopping Contest was second man’s time. 
a great success. There The crowd resembled 
were twenty-five chop- the old-time auction. 
pers in the _ contest, J. W. Dewey, Jasper 
and a_crowd of be- Ohio: There’ was a 
tween 500 and 800 spec- crowd of about 400 
tators. in to re~ people present. We 
: : the trade in the store. 
Rasmussen & Co., Wa- In fact the store was 
konda, S. D.: Chop- so crowded a_ person 
ping Contest a grand could hardly get 
success, Kight contest- through. We thank 
ants took part and you for your part in 


there was only four this contest, 


Philadelphia, U. S$. A. 





NOW READY.... 
the ARMSTRONG-NELSON 
line of SPRINKLERS |p 


Mr. C. C. Armstrong, formerly president of the Arm- CLINCHER MENDER 
strong Mfg. Co., Huntington, West Va., is now with the 
L. R. Nelson Mfg. Co. as chief engineer, supervising the 

construction of these sprinklers. 





The Fountain Sprinkler is 
TAe ~* Fountain” designed for correct lawn 
sprinkling. Made entirely of 
brass with holes so pierced 
that mist-like spray is produc- 
ed. The finely divided, dewy 
spray closely resembles na- 
ture’s gentlest shower. Packed 
in attractive display carton. 














The Half-Fountain sprinkles (s Tae Half Fountasn’) 


a half circle with the same 
misty spray. It can be moved . = 
about without shutting off the 4 
water. Convenient for spray- nj 
ing along walks and buildings, 
or small grass plots. Made en- 
tirely of brass; or brass top 
with cadmium plated steel bot- 
tom. Packed in display carton. 














The Whirling Mist Lawn 
Sprinkler is unusually attract- 
ive in operation. The propel- 
ler-sshaped, non-breakable re- 
volving vane evenly distributes 
the finely divided spray over 
a large area. All moving parts 
are of solid brass. Base of 
enameled iron. 
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BACKED BY THE USUAL NELSON GUARANTEE 


eee . L. R. NELSON MFG. Co., Inc. 


SH) Cay, Zi ° 2-8 
ayy 44 Peoria, Illinois 


Catalog and Electros on Request 


“CROWN"SPRINKLER 


SOLD ONLY THROUGH JOBBERS 


CORRUGATED 
HOSE COUPLING 


FOUNTAI 
SPRINKLER 


HARDWARE 





- ae 
> & Ae 
i 





